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er the shelter of a single, all-embracing KPRC-TV 
plan. Programs, spots, participations — every kind 
levision you need, all through one source: KPRC- 
Channel 2, In Houston, Texas. All through one 
: Your Edward Petry & Co. representative. And all 
for with one easy-to-handle monthly payment. One 
on, one man, one payment — that's the one modern 
to buy Houston television. 

A friendly KPRC-TV representative is waiting for 
your call. 



KPRC-TV 

HOUSTON. TEXAS CHANNEL 2 
station, one man, one monthly check to pay — that's the 
KPRC-TV way!" 



[J 



Courtesy of Trovelers 
Insuronce Companies, 
Hortford 15, Connecticut 



MORE 

SPONSORS FOR 
COLOR TV 

Proven a going me- 
dia — advertisers- and 
agencies plunge into 
color tv commercials 

Page 37 



More local 
uses of 
color tv 

Page 40 

Facts on color 

equipped 

stations 

Page 42 

What NCS '61 
means to 
radio buyers 

Page 44 



The most exciting new profit ingredient 
in local broadcasting is 

COLOR TV! 



Today, 104 TV stat 
ppcd for local coloi 



:olor a 



liar dailv 



ork and independent, arc 
of them are programming 



Other stations, in large and small markets, arc tooling 
up — 33 plan to acquire live equipment, 44 plan to ac- 
quire film equipment in the near future. These station 
operators know that they must invest in color now if they 
want to enjoy improved profits in the "60's. 
Look what local color can mean to you: 

• Color provides an exciting promotable plus. 

• Color builds station prestige . . . strengthens station 
image in minds of viewers and adv ertisers. 

• Color doubles program ratings in color homes. 



• Color commercials have greater impact — 3J/$ times 
recall over black & white. 

• Color attracts new local advertisers. Department stores, 
automotive dealers and others need and want color. 

• Color wins praise from newspaper TV critics. 

If you want to know more about profits in color, call or 
wire William Boss, Director, Color TV Coordination, 
RCA, 30 Rockefeller Plaza, N.V.C. Columbus 5-5900. 



0!m 



The Most Trusted Name in Television 



IN R A Did I t'S T H E . . . 

SALES CLIMATE 
THAT COUNTS! 



WPEN 

MATURE, ESTABLISHED 
PERSONALITIES 
• 

EXCLUSIVE HELICOPTER 
TRAFFIC REPORTS 
• 

FIGHTING EDITORIALS 
ADULT MUSIC 



Certainly, «e have respectab- 
ratings to talk about — but so do 
many other stations. WPEN has 
a big plus that is shared by few 
other stations — the ideal selling 
climate, The WPEN advertising 
atmosphere is the product of 
responsible management who 
provides established selling 
personalities . . outstanding pro- 
gram features ... and non-frantic 
music Result; the best sound 
on WPEN is your commercial. 



WPEN 

THE STATION 
OF THE STARS 
CALL GILL- PERN A 



WPEN 



OUR BEST 
SOUND 
IS A 
RINGING 
CASH 

REGISTER 
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CHANNEL 9 

WTVM 

COLUMBUS, GA. 

• A Great New Market! 

82% unduplicated audience on the 
only pr.'.-nary ABC station between 
Atlanta and the Gulf! 

• Top ABC Programs! 

Shows like Maverick, Cheyenne, The 
Real McCoys, Sunset Strip, Hong 
Kong, and The Untouchables. 

• The Best of NBC 

Programs like Wagon Train, The 
Price Is Right, Huntley-Brinkley 
News and Bonanza . . . plus top 
syndicated programs. 



CHANNEL 9 




COLUMBUS, GA. 



YOUNC TVI 




I 



^ SPONSOR 

THE WEEKLY MAGAZINE TV/RAOIO ADVERTISERS USE 



NEWS FEATURES 

8 Newsmaker of the Week 
21 Sponsor-Scope 
29 Sponsor-Week 
69 Washington Week 



70 Film-Scope 
74- Sponsor- Week Wrap-Up 
74- Sponsor-Week in Pictures 
82 Tv and Radio Newsmakers 



DIGEST OF ARTICLES 

Color tv: The biggest news is — more clients 

37 Color is a going medium loday as sponsors and agencies plunge in. 
NBC's 110 client* will be surpassed in - 61, and set producers are active 

Color tv: More room for local sponsors 

40 sponsor probed into tbe local color television story; the survey results 
indicale an increasing inlerest in pnlyclirom by slations. clienls 

What NCS '61 means to radio buyers 

44 201,000 ballots returned on mailing of 375.000 lo more I ban 3,000 
coiiniies for upcoming study of radio circulation, first in four year* 

No other U. S. corporation can make this statement 

46 Procter & Gamble's board chairman, president and boll) executive vice 
president rose to the top through the ranks of the adveriising department 

S&H mixes hard/soft sell 

48 Trading stamp firm, known for aggressive radio tv selling,. Minis to 
public affairs Iv show in Boston to sharpen community identily image 

SPONSOR radio/tv estimates on target 

49 Story in m>i>\sou by consultant Kiebard P. Doherty last January conies 
up Willi ad estimate close lo recent figures released by MrCann-Erickson 



FEATURES 




MAN WITH A 
GOLDEN PLOWSHARE! 



The average Iowa farmer has an income of 
$14,187 per year. He runs his big operation 
in a state that has 25% of all the Grade A 
farm land in America, with almost as many 
top-income farm counties as the next tivo 
states combined. 

WHO-TV reaches 57 counties in the heart 
of this great agricultural treasure house — and 
gives you Metropolitan Des Moines as a 
bonus! (Actually i/ 4 of WHO-TV's two- 
billion-dollar market lies outside of Metro 
Des Moines.) 

Buying television in Iowa is different from 
buying coverage of the teeming masses you 
see from your window on Madison Avenue 
or Michigan Boulevard. Out here almost 
everybody has substantial discretionary spend- 
ing-money — and farm people most of all. Ask 
PGW for all the facts on Central Iowa! 




5 Radio. Des Mon 
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WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV^ 
WHO-TV^< 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
s.iWHO-TVi 
\WHO-TV 
WHO-TVl 
^WHO-TV f 
^ytWHO-TV: 
4mM WHO-TV 
WHO-TV| 
WHO-TVl 

J A ^ WHO-TV^ 
*• ^4WHO-TV l \ 

WHO-TV V 
WHO-TV 

WHO-TV 

Channel 13 • Des Moines 

NBC Affiliate 

Col. B. J. Palmer, President 



,ir Peters, Griffin, Woodward, Inc 
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SPONSOR 



IN CLEVELAND 
THE GOOD MUSIC 
STATION GETS THE 
GOOD RATINGS* 

*THE LATEST NIELSEN RATING FOR THE CLEVELAND AREA SHOWS 
THAT WDOK'S GOOD MUSIC DOMINATES LOCAL LISTENING! 
IN 26 QUARTER-HOURS WDOK IS FIRST WITH 26% AVERAGE SHARE 

WDOK's good music with news and public service features in the 
same key, offers you the selling climate needed to get the most 
out of your sales message. When you add good ratings to good taste 
in programming, you get good results. 



Secretary-Treasurer 

Elaine Couper Glenn 

EDITORIAL DEPARTW 
Executive Editor 

John E. McMillin 
News Editor 

Ben Bodec 



Midwest Editor (Chicago) 



Associate Editoi 

Jack Lindrup 
Ben Seff 

Walter F. Scanlon 
Michael G. Silver 
Ruth Schlanger 



Diar 



Schw< 



Art Editor 

Maury Kurtz 
Production 



ADVERTISING DEPARTMENT 
Sales Manager 

Arthur E. Breider 
Eastern Manager 
Willard Dougherty 
Southern Manager 

Herb Martin 



Western Manager 



CLEVELAND'S No. 1 INFLUENCE 




WDOK, 1515 Euclid Ave., Cleveland 15, Ohio • MAin 1-2890 • TWX: CV 158 
Fred Wolf — President & General Manager 
National Rep.: H-R Representatives, Inc.-PLaza 9-6800 



ADMINISTRATIVE DEPT. 

S. T. Massimino, Assistant to Publisher 
Fred Levine, Accounting Manager. George 
Becker; Michaal Crocco: Syd Guttman; 
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WHAT WILL A BAHT BUY? when Thailand was Siam and ticals were "tender," there^ 
were thousands of these three-headed elephants in 
Bangkok. But as times changed, these elephant coins dis- 
appeared and Bangkokians began buying with bahts. In 
Thailand, the natives can tell you, but, if you want to know what 
a baht buys in Baltimore, WBAL-Radio has the answer . . . Complete Coverage , 
that Thailand umbrellas can't provide— WBAL-Radio covers the e^j^metropolitan 
area plus 37 surrounding counties in Maryland and four^ 
adjacent states ... A Trunk Full of Listeners that evenj 



a herd of elephants couldn't produce— WBAL-Radio 
is DOMINANT in the market, providing more un- 
duplicated coverage than any other station ... Full 
Range Programming and Music for Mature Minds -a 
distinctive combination that's hard to match even by 
Siamese standards. If you want to keepyour sales riding 
high, bring your bahts to Baltimore -and buy WBAL-Radio! 
WBAL-RADIO BALTIMORE^ Maryland's only 50,000 watt station 

Associated with WBAL FM & TV / Nationally represented by ; Daren F. McGavern Co., 
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THIS IS WHAT THE 

MICHIGAN 
MARKET 

IS REALLY LIKE! 




WILX-TV COVERAGE 
LOW COST 
PER THOUSAND 




• STUDIOS IN 
LANSING 
JACKSON 
BATTLE CREEK 



• FULL TIME NBC 

• TOWER HT. 1008' 

• POWER 
316,000 WATTS 



Represented by 

VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 



IS- 



■ 



NEWSMAKER 

of the week 



WILS — LANSING / WPON — P0NT1AC 



.hunt's I). Elgin, manager of the advertising department of 
Mobil Oil, Mew York, has carried out a move approved by his 
com potty's top management: suite/ting its $12 million ctc- 
count to Ted Hales after 18 years witlt Complon. A major 
influence in the surprise shift: a privately circulated book, 
"Reality in idvertising,'' written by Hates" Hoard Chairman 
Rosser Reeves as documentation to his selling philosophy. 

The newsmaker: James Elgin and his colleagues like ihe 
Balcs-Keeves philosophy, and ihey like ihe agenc\'s track record with 
clients in making advertising make sales. 

Reeves has long been a proponent of hard-hitting, hard-selling 
advertising, especially in the format of the television commercial, 
lie's also pioneered in the concept of a copy theme being repeated 
long after the client and agency are 
bored with it. Why? Because the 

Mobil Oil appears to he headed 
toward this dual approach — hard- 
hitting, repetitions spot tv copy — 
and the reason behind it may be 
that it is caught in the same mar- 
keting-sales bind as Shell Oil 
(which last fall jarred the indus- 
try by moving to Ogilvy. Benson 
& Mather and dropping tv in favor 
of newspaper) and oilier oil ma- 

The bind: developing an adver- 
tising and marketing strategy schizoid in nature because it works for 
the gasoline station as well as the consumer product line. 

Elgin, ad manager for three years, has carried on a pattern of 
advertising waves, with Iv: new car gas-up in the fall, winter tune-up, 
spring economy run and summer driving. 

Although the company sets its ad budget at Si 2 million annually, 
observers think only about $5 million of this in the past has been 
eommissionable. with two-thirds going to tv spot. Mobil may con- 
tinue with this pattern — though Bates has a completely free hand in 
making media recommendations for the post-switch period after 
Memorial Day because the agency and client have both had unusual 
.success in spot tv. 

Elgin supervises advertising for the consumer line, two grades of 
gasoline and healing oil. and for industrial products, which account 
for $.'?0O million of SI .6 billion animal sales, lie worked as director 
of advertising and sales promotion for National Gypsum in Buffalo 
from 1952 until 1957, before which be was assistant to the president, 
l'abst Sales Co.. a.e. at MacFarhind-Aveymd, advertising-sales pro- 
motion manager, Toaslmaster. ^ 
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in Rochester, New York... 




all measurements prove that 
Channel 10 is the BIG One... 



N.S.I. AND A.R.B. METROPOLITAN AUDIENCE SURVEYS . . . NOVEMBER I960 



HAS THE BIGGEST 
OVERALL SHARE 
OF A UDIENCE / 

CARRIES 16 OF THE 
TOP 20 FAVORITE 
TELEVISION SHOWS! 



It's always gratifying when independent surveys or 
the Rochester Metropolitan Area sec affirmatively- 
"aye to ayc'*-as regards the dominant position of 
Channel l(). Not only do we carry SO r ? of the Top 
Twenty favorite Rochester shows-not onh do \\c 
deliver the largest over-all Rochester viewer-audience 
but. from key executives to propmen. from facilities 
to promotion- ii c ha\e w hat it takes to make the sptm- 
sor happy!- We also hav e some mights attractive avuil- 
abilities. Write, phone or wire lor complete details. 



CHANNEL lO 

BASIC CBS • AFFILIATE ABC 

ROCHESTER, N.Y. 
WHEC-TV WVET-TV 
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COVER 
FLORIDA'S 
2nd 

LARGEST 
MARKET 

and 

29 Counties 
with 1 station 



Tampa-St. Petersburg is Flori- 
da's second largest market, 
with a metro population of 
772.453*! Hut that's not all! 
IF SUN is the only station on 



Florida's West 
the entire 29 county area 
1,120,007* residents. 



rilh 



ADD TO THIS IF S UN's 
CHEAT ADULT AUDIENCE 
(<J7.2%)** . . . the greatest 
percentage of adult listeners. 
This means ADULT BUYFUS 
throughout the entire 24 hour 
livoadrast day ! 

REACH ALL OF FLORIDA'S 
2nd LABGL5T MAUKKT ON 
'['111-: ADULT STATION! 




p: VENARD, RINTOUL & McCONNEtL 
S.E. Rep: JAMES S. AYERS 
•1960 Census "Pulse 6'60 





by John E. McMillin 



Commercial 
commentary 

How about that Shell copy? 

One tiling, at least, you've got to say for 
David Ogilvy and Shell Oil. In less than a year 
they've handed our hot stove league more 
sizzling subjects for dizzying debates than any 
agene) -client team within the memory of man. 

It started late last spring when Ogilvy. Benson 
and Mather, a comparative midget, pried loose 
the SI 1 million Shell account from its home at 
J. Waller Thompson, the biggest aspidistra of them all. 

Immediately Madison A\enue began reverberating with gloomy 
predictions that OB&M would fall Hal on its face. How could a 
small, "ereathe" agency tool up to handle a huge, complex account? 
What did they know about the oil business? Wliat indeed? 

Such Cassandra-like eroaks died to a whisper, however, with the 
next Shell-Ogihy bombshell. When, last fall. \)a\ id Ogilvy and 
Cyril Martineau, Shell's ad manager, announced at the A\A that 
the agency was operating on a cost-plus fee basis rather than the 
hallowed 15 r <', the very foundations of the business began shaking 
and shuddering in a mighty seismographie convulsion. 

Scarcely had the bemused moguls of the. agency world composed 
themselves and issued appropriately pompous statements, reaffirming 
their dedication to home, mother and the 15 r <, than Sbell-OB&M let 
go with another blockbuster. 

Tliis linn it was radio and t\ that reeled under the nuclear attack 
as the big oil company announced it was cancelling its broadcast 
schedules and concentrating its firepower in newspapers. 

Anguished screams, rivalling those, which boiled up out of Dante's 
Inferno, erupted in every corner of the business. 

Ogilw was pilloried as a traitor to his class, and blind to adver- 
tising'* electrode enlightenment. Shell was denounced as an ata- 
\istic niastadon. wallowing in the dark ages of print inefficiency. 

And then, early this year, came the first fruits of the Shell-Ogilvy 
fee-basis mating, a series of full-page newspaper ad\ ertisements, 
crammed with long copy, and tongue-twisting scientific terms. 

1 can't remember any ads which ha\e ever provoked more intra* 
hidusln talk, more sneers, jeers and soap-box philosophi; 

Are they any good? 

An awful lot of people in the business, and particularly tv and 
radio men, lime not hesitated to brand the Shell-Ogilvy eanipaigi 
"lousy" advertising. And I'm not sure they're wholly wrong. 

Bill before we go lunging al conclusions about these '"Bulletin" 
ads, ] think we ought to have a closer look at the petroleum problem. 

Having done extensive work on two of the biggest V. S. oil ac- 
counts, Mobil Oil and Fsso, 1 certainly have no illusions that theirs 



uhc 



(I'lcasc turn to naze 12) 
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they like -m 

talk 

in Detroit 

(and fine music, too) 

We were sure of it all along— and now Nielsen confirms it! WWJ's four- 
hour week night block of good talk and fine music attracts more listeners 
than any other programming in the time period. * 



HOUR OF INFORMATION 

6:00 WWJ News-Dick Westerkamp 

6:15 Sports-Budd Lynch 

6:25 Our Changing World— Earl Nightingale 

6:30 Business News— Britton Temby 

6:40 Weather-Sonny Eliot 

6:45 Three Star Extra-Ray Henle 

PHONE-OPINION 

"7:05 Following NBC News on the Hour, Bob Maxwell 

presides over WWJ's open forum of the air, literally the talk of the town. 

FAYE ELIZABETH 

8:30 Detroit's First Lady of Fine Music provides the 

finishing touch with a feast of melodic masterpieces. 



Here's the programming, the audience, the station that spell exceptional 
sales opportunities. Call your PGW Colonel or your WWJ-Radio local 
sales representative for availabilities. 

*Source: Nielsen Stotlon Index, Detroit, November-December 19G0 



W\ ML M I AM and FM 
W«J RADIO 

Detroit's Basic Radio Station 
NBC Affiliate 

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARO, INC. • OWNEO ANO OPERATEO BY THE OETROIT NEWS 
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W I- 

'THE VOICE OF LONG ISLAND" 



known 
by the 
companies 
we keep! 



I 



GAS STATION SALES* 
$165,590,000 

SOME "BLUE CHIP" 
ADVERTISERS 
USING WHLI 
TO REACH BIG, RICH 
LONG ISLAND MARKET 
Amoco 

Cities Service 
Ksso 
Gulf Oil 
Sun Oil 
Texaco 

1 1TH IN GAS STATION 
SALES IN THE 
UNITED STATES 

'Nassau-Suffolk (Sales Management 1960) 



Over 400 top advertisers 
chose WHLI in 1960. 
Will you be on the 
"preferred" list in 1961? 

r > 10,000 WATTS 

I WHLI 







\h voice ojf 









Commercial commentary (Com. fro 



A couple of j ears ago. in this column. 1 got in 
with Mel Halt wick of Continental Oil. for savin 
ness is the "worst advertised hig industry in the 



0 a lovely squabble 

1 that the oil busi- 
•ountry." 

lso think that there 
3 clear-cut advertis- 



1 still think it is, though Mel disagrees. But 1 
is no industry in which it is so difficult to draw u 
ing objectives, strategies and plans. 

The basic problem faced by most oil companies today is, of 
course, an overabundance of gasoline. 

Hut when }ou try to plot an advertising and selling program to 
deal with this oversupph. you run smack into a deep, mysterious, 
and uuresohed dilemma: is the domestic marketing of gasoline a 
product business, or is it really a station business? 

Are motorists influenced in any way by product elaiins, and even 
product superiority ? Or do they buy principally on station con- 
\enienee and sen ice, plus a vague sense of company prestige? 

You can get rabid supporters for both viewpoints. Rut the im- 
portant thing to remember is this: most big oil companies go 
through cyclic swings of strategy, first basing their plans on the 
product, then the station approach. 

The engineers will love it 

Knowing the way David Ogihy operates. I am certain that his 
Shell campaign is backed by impressive research. 

Knowing the oil business. I am equally certain that other agencies 
can turn up research exactly opposite to the Ogihy findings. 

liut any experienced copywriter who has c\er struggled to explain 
octanes and additives will at least admit that the Ogihy copy is 
brilliantly planned to tickle the fancy and soothe the ego of a certain 
type of high-le\el oil company executive. 

Ogilvy's clear, but deadly serious exposition of the Shell nine- 
ingredient story hits a petroleum engineer right where he lives — in 
a rosy glow of solemn, scientific self-assurance. 

This doesn't mean, of course, that it is good advertising. Rut it is 
apt to mean that it is immensely saleable advertising. And most 
people who criticize the Shell campaign seem to forget this. 

If Thompson made a tactical mistake in handling the Shell ac- 
count 1 suspect it was in refusing to recognize a typical radio/tv 
pitfall — the glib, coy. shallow jingle. 

No matter how cute, sppealing and memorable it may be to have 
a busty young filly gleefully warbling "Cars love Shell; to prove it 
come on in," there are enormous dangers in the technique. 

Sooner or later almost any rich, proud, powerful, technologically 
self-conscious corporation grows ashamed and embarrassed at hav- 
ing its personality, its heart, its corporate soul expressed in the tink- 
ling tones of Tin' I'an Alley. 

Sooner or later it always revolts toward respectability, as Shell 
has revolted with its long, grim, ingredient copy. 

This to me, is the one great moral in the Shell-Ogilvy story, and 



and olTbea 



the one great lc< 

Too many of 
catchy jingles 
they create an impressin 
more superficial, and less 

It isn't true, of course 
.Mobil account from Compton, 
estness in radio/tv oil copy. 



d tv. 

p/tv copywriters become infatuated with 
cartoons. And in using these gimmicks 
that air media advertising is necessarily 
\ eighty than print. 

Perhaps now, with Rates taking over the 
sonic patent medicine carn- 
f mi to watch for it! ^ 
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GRACE KELLY 
RAY MILLAND 
BOB CUMMINGS 



ALFRED HITCHCOCK'S 'DIAL M FOR MURDER' 




NOW FOR TV 

ANOTHER OF THE GREAT 
WARNER BROTHERS 
"FILMS OF THE 50's" 
FROM SEVEN ARTS 





SEVEN ARTS 




ASSOCIATED 




CORP. 



NEW YORK: 270 Park Avenue . YUkon 6-1717 
CHICAGO: 8922-0 La Crosse, Skokie. III. • ORchard 4-5105 
DALLAS: 5641 Charlestown Drive • ADams 9-2855 
BEVERLY HILLS: 232 Reeves Drive • GRanite 6-1564 

For list of TV stations programming Warner's Films of 
the 50's see Page One SRDS (Spot TV Rates and Data). 



What theyseeon 

WJAC-TV 




THEY BUY! 




In the Johnstown-Altoona market, 
the "hot" one is WJAC-TV! Happy 
sponsors say that WJAC-TV sells 
everything, and in large quantities, 
at that. It's easy to see why this is 
true. Both ARB and Nielsen rate 
WJAC-TV tops, month after month. 
And the people who wateh WJAC- 
TV are people who buy. Why don't 
you cook tip a great sales story by 
advertising your product on 
WJAC-TA" 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
AND PARSONS, INC 





Reps at work 



William Boiling, Assistant to the President. The Moiling Co. T 
New \ ork. feels ' a tremendous opportunity txists in radio and h 
today for the really alert advertiser who will use the shorter se; 



advertisers! are sacrificing 
In television especially, 



inf ills of broadcast time. Instead, nidi 
efficiency in their insistence on minutes, 
greatest opportunity to reach the 
big audiences in prime time lies 
in the 20's and lD*s which are 
available in many markets. In ra- 
dio, too. the opportunity for great- 
er repetition lies in the area of 30 
seconds or less. Copy and/or mu- 
sic from campaigns in other me- 
dia is readily adaptable in the 
tpiickie radio commercial. To he 
sure, sixty seconds is desirable 
with many cop) approaches. Mut 
what about the teaser campaigns 
that have been so successful? What about already established prod- 
ucts whose chief concern is to maintain continued brand name 
fidelity do they need sixty seconds? We know of several large ad- 
vertisers who are re-evaluating their copy approach to take advan- 
tage of this favorable situation. The key is timeliness." 




Frank McCann, The Katz 
advertisers alone are so coin 
'■Competitors' products appear 



ency. Inc.. wonders why television 
ed about the competitive proximity. 
1 facing pages of newspapers: jnaga- 




before air time about 
achieved, perhaps the 
tioii. to the networks 
through their ageueii 
instrumental in indue 



pages of unrelieved competitive advertising: super- 
competitive products side by side; auto retailers 
consciously hunch themselves in 
one area. Hut aside from proxhn- 
itv theories, individual station] 
must cope with the bard facts: tli 
absence of definitive commercial 
scheduling information from the 
network. As a rule, stations just do 
not know sufficiently in advance 
about products in network shows, 
which may be adjacent to < 
petitor spot advertisers. Affiliates 
at one network, for instance are 
not informed until a fcv\- hour? 
[■Iwork scheduling. If separation must be 
■spousibility should be shifted from the sta- 
tin! the advertisers themselves. The latter, 
ns purchasers of network time, might be 
in" networks to be more definitive in pro- 



vi.lin 



ial scliednlin 



nfoi 



13 march 1961 




WFAA 



dallas • radio & television 

The Stations With The "Quality Touch"! 

SERVING THE GREATER DALLAS-FORT WORTH MARKET 
BROADCAST SERVICES OF THE DALLAS MORNING NEWS 
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'Net' Weight 

On balance, the effectiveness of a network comes 
down to a matter of programs. Measured this 
way, the CBS Television Network presents more 
of the season's most popular programs than ilie 
other two networks combined (23 out of 40) and 
more top-rated new program series than tlie other 
two combined (4 out of 6).* The same network also 
broadcasts the season's most popular new pro- 
gram ("The Andy Griffith Show"); television's 
most popular single program for the past three 
years ("Gunsmoke"); and the program with the 
longest record of popularity ("The Ed Sullivan 
Show") . In fact, in 135 Nielsen reports issued since 
July 1955 this network has averaged 22 of the 40 
top-rated programs. This corner on program pop- 
ularity helps explain why the CBS Television Net- 
work continues to carry more weight with viewers 
than any other network and more weight with 
advertisers than any other advertising medium. 



49th and 
Madison 



Ohio remembered 

Your 13 February article. "Talented 
dads Join Salute to W LWV' was a 
nostalgic gem. To an old Oilman it 
brought memories of other WLW 
stars of the late twenties and early 
Hubert Brawii. 
edian Syd Ten Kyck 
and his Doodlesockers:* singers Mary 
Small. Don Dewev. Charlie Dam- 
eron and Jean ( "They II Never Be- 
lieve Me") Boa*. And there were 
two great stafT conductors: Henry 
Thi*Hi and Jo/.ef Cheruiavsky. '"the 
man who makes popular music classi- 
( al and classical music popular.*' Hut 
memory fails on the name of the 
pianist who had a regular program 
from what must surelv be one of the 



strangest "remotes" in radio history 
—bis cell in the Ohio State peni- 

" 'jin/Drown 
manager 

corporate public relations 

Batten, Barton. Durstine & 0 shorn 

\cw York, V. Y. 

Checking facts 

■'Sponsor-Scope" of 23 January is- 
sue. states that 52 out of 55 spot ac- 
counts in Chicago use day and night 
minutes exclusively, two use a com- 
bination of minutes and 20's and 
only one I Mayhelline \ia Cordon 
liest ) used chainbreaks exclusively. 

This statement is not according to 
facts. We use minutes in 




NO, THIS IS "KNOE-LAND" 



; North Louisiana, South Arkans 



industrial, prog 
it Mississippi) 

JUST LOOK AT THIS MARKET DATA 

n I/ 20.100 Due; S.d - S 40.3:»-».fHH» 

iK 423.000 Automotive S:iles $ 299.539.000 

Spendable Income Ccncral Merchandise S US. 789,000 

$1,761,169,000 Total Retail Sales SI .280.25.5.000 
s S .100,480.000 

KNOE-TV AVERAGES 71% SHARE OF AUDIENCE 

I to November, 1960 ARB wc average 71% share of audience from 
midnight, 7 days a week in the Monroe metropolitan trade area. 

CBS • ABC 
A James A. Noc Station 
Represented by 
H-R Television, Inc. 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



of markets as well as ID's. I'erliaps 
some representative who happened to 
have only chainbreaks in his mar- 
kets gave you such a report. We use 
minutes right in your city and have 
been using them consistently 52 
times a year for four or five y ears. 1 j 
suggest you take a look at the Rest 
of CHS some Saturdav evening or 
the Late Show where we use minutes | 
a different night ev en week. 

Hoy M. Kirtland 
vice president 
Gordon Best Company 
Chicago, Illinois 

UN acknowledgment 

Belated but none the less warn 
appreciation for your fine article on | 
"international zone" in the 6 Fel 
an issue. The page was most 
pressive and has elicited many kudos 
for your esteemed publication. We 
are grateful for your valued assis 
anee. 

Jeff Spark* 

station relations offict 
United Xations 
Xcic York, V. Y. 

"Makes good sense" 
Jusl a note to compliment y ou o 
v our new feature. Sponsor- Week. It 
is easy to read, concise and 1 think | 
makes real good sense. 
Bill Simpson 

KOL. Seattle Broadcasting Co. | 
Seattle. H ashinzlon 

Fulfills vital need 
\\ e are extremely pleased to see your| 
fine editorial on Kadio Free Euro] 
and the full page advertisement 
die 6 January issue of SPONSOR. 

Without your support and the sup- I 
port of the many others in the broadj 
casliug industry. HIT" would not 
able to continue its vast operati 
To give undistorled news and in 
mation lo the Communist-dominated I 
people of Fast Kurope is a dillicult| 
and vital task. Through vour < 
emus eonlribulion of SI'ONS. 
space you have helped II FK a great| 
deal in furthering its goal. 

On behalf of' the entire staff of 
Hadio Free Europe and I he Fund. I 
are deeply grateful for y onr suppo 
and hope votn interest will continue.] 
' John M. Fatleison 
president 

Radio Free Europe Fundi 
Xew York. X. Y. 
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At home in (ho 
country or the city. . . 
wherever important 
things are doiie 
or discussed, you'll 
find the"MetropoIitan 
personality." 

\IF.TIU)POLIT\.\ 

imoAi)c\sTi\(; 

M5 K<i*t t;:iU Street, Sru YoH -<tl .V V 

» ! ? * 

TELEVISION" STATION'S 
WXKW-TX'.NVwYork.X.Y. 
\YTTC..\ViishinRloii.I).C. 
KOVR-TV. Sacramento 
Stoc kton .California 
\\TVI 1.1 Win, Illinois 
WTVP.Dcciitnr, Illinois 

IiADIO STATIONS 

\VXK\\; XcwYork.X.Y. 
WliK.Cievolaml.Oliio 
Win Philadelphia, Pa. 
INTi:iiNATK)NAl, 
WRULAVorkhvide 
HrOiuk-iistiiift System 
OCTDOOH ADVEHTlSINCi 
FOSTKH & KLK1SKK 
oiH-raliiifj in Washington, 
Oregon. A rizona 
and California 



WGAL-TV serves the public interest 




DAVID L. LAWRENCE FRANKLIN V. SUMMERS HOOTINr™ GR ' UG DR. ERtC A. WALKER S - K - STEVENS 

Governor „, Pennsy.vania Director^o^ Operations .„, the S.Sre.a,, olPubhc 2™?^,^™' Sr?~ 



Some personalities from the Channel 8 area 




who have appeared on WGAL-TV Regional News 




C-. 



MAURICE GODDARD COL. FRANK MfCARTNEY KARL MASON 



Programs during the past few months 





Rerresentatn The MEEKER Company, Inc. New 



WGALTV 

CAcuu<M <f 

Lancaster, Pa. • NBC and CBS 

STEINMAN STATION 
Clair McCollough, Pres. 

• Chicago • Los Angeles • San Francis 
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Interpretation and commentary 
on most significant lv/ radio 
and marketing news of the week 



*> SPONSOR-SCOPE 



13 MARCH 1961 



SPONSOR 
PUBLICATIONS INC. 



General Motors' need to retrench for the time heing in nighttime network tv 
may turn out a hreak of major proportions for daytime tv. 

If the Detroit giant finds out that it can do a worthwhile job through the daytime pitch 
and demonstration, an entirely new vista for the tv and automotive industries may be opened up. 

GiM's trek into daytime came ahout this way: After GM advised NBC TV that 
it was pulling out of all nighttime for the third quarter because of sales conditions, 
the network pointed out that because of its big discount position GM would have to 
be short-rated for several hundred thousand dollars. The network's subsequent gam- 
bit: the suggestion that by adding just little more money to the short GM could practically 
dominate daytime tv during that quarter. 

Tlie two makes that would have the lion's share of the daytime spread are Chevrolet 
and Oldsmobile. 

However, there's a possibility of GM retaining some of the Sunday 9-10 p.m. obliga- 
tion for the third quarter. Such bailing-out would come from the Frigidaire division. 



A check by SPONSOR-SCOPE last week among management in several of the 
toprung agencies indicated rising optimism about a rebound for media spending, 
some of it coming along in late June and most of it in the fall. 

Sparking their anticipations is this: there's a surge at a rapidly increasing rate among 
clients at the policy-making level to get their advertising plans on the rails. 

A reminder dropped by these managements: because of the lag factors the accelerating 
pickup in ad spending won't show up in the reports from three to six months. 
Hence the reports themselves can't be considered a true index of business conditions. 

They interpolate in this a note of warning: don't let the Detroit psychological state 
cloud prospects. Out there they either ride cloud 18 or wallow in hopeless despair. 



Old staple accounts kept the spot tv new business pot boiling last week. 

Included in the activity out of New York: Handy Andy (K&E), 7-10 spots a market for 
seven weeks; Tender Leaf tea (JWT), 8-10 prime l.D.'s a week; regular Maxwell House 
(OBM) ; Skippy peanut butter (GB&B), minutes and chainbreaks, night and day; El Pro- 
dncto (Compton) night minutes. 

Chicago availability calls and buys: Helene Curtis' Enden (E. H. Weiss) ; Helene Cur- 
tis' Suave (Campbell-Mithun) ; Green Giant Co. (Burnett), four test markets for 12 weeks 
for its new lines of frozen foods; Quaker's Life cereal (JWT) . 

Out of Minneapolis: Wheaties (Knox-Reeves), avails in non-sports periods for April 
and May; Trane Co. (Campbell-Mithun), testing tv in several markets for eight weeks, be- 
ginning mid-April for air conditioners, high income male audience. 



Alberto-Culver (Compton) looks like a good prospect for spot tv the coining 
season, indicating they can also swing from network back to spot. 

The company's buys on NBC TV nighttime this season haven't been as efficient as A-C 
would have liked. Expenditure on NBC this year: §5 million net. 
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SPONSOR-SCOPE continued 



You can chalk this one up a9 the biggest spot tv buy this season outside of the 
soap and food giants: Norelco (LaRoche) will spend approximately $700,000 for 
its second-quarter campaign. 

There'll be 130-odd stations in the list and the strategy is a repeat of the last 1960 
quarter weekend blitz. Schedules call for 40 spots weekly per station, with two sta- 
tions used in the top 10 markets. 

Noreleo's spending at the rate of $2.5 million for spot this year. 



Look for Lucky Strike (BBDO) to pour it on in spot radio come April, with 
this campaign coining practically on the heels of theKool and Viceroy radio splurge. 

Other spot radio activity out of New York the past week: Hellmann's mayonnaise 
(DFS), 50 spots a week for 6-8 weeks; Gas Tax Education Committee (SSCB), 40-50 
spots a week for six weeks. 



General Foods' Post division (B&B) has snagged, in part, the deal that UPA 
has been trying to sell 7-Up via JWT Chicago. 

Its participations in 130 Dick Tracy cartoons whieh have been and are being sold o 
a market by market basis through Television Personalities. 

GF's buy to date: 10 markets, including N. Y., Chicago, Philadelphia, St. Louis, 
Boston. 

(For more details see FILM-SCOPE, page 70.) 



NBC TV last week acted on something that CBS TV has been lately jnst mulling: 
revising the ground rules on product protection so that they match more practically 
present buying patterns in both day and nighttime tv. 

The daytime reduction in protection time from competitive products, broadly speaking, is 
from 15 to 10 minutes for either side of the quarter-hour containing the product! 
commercial. In nighttime the amount of protection will also be less but the method of ap- 
plication will depend on the exaet pattern of an advertiser's time-segment position; that is, 
whether (1) the show is his exclusively, (2) lie's the major or minor in an alternate 
half-hour, or (3) his arc participating minutes. 

(For details of these new NBC protection gnmnd rules see SPONSOR-WEEK.) 



ABC TV's burst of ambition in the news area may encompass late evening time. 

As a tentative poke in this direction it will inaugurate in June a 11-11:15 p.m. Mon- 
day through Friday news strip on a two-market hookup: New York and Washington. 

This is, obviously, affiliate station time and behind the move there may be this idea: get- 
ting the affiliates link onto the ABC quarter-hour their local news and weather pro- 
grams. 



Don't look for CBS TV to talk about its line of public affairs programing for 
1961-62 until alter it's completely frozen in its new entertainment schedule. 

The network has no plans rooking for any scries other than the CBS Reports and the 
debates. 

Meantime NBC continues to decimate CBS's public affairs producing ranks, the 
latest to jump eainp is Fred Freed, lie produced the Right Man for Travelers. 
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American Tobacco, despite its recent mad at the network, is taking a look at the 
big bundle of sports sponsorship that General Motors would like to unload at 
NBC TV. 

The package entails half of the World Series games, the Rose Howl, the two Alb 
Star baseball games, the Bine-Gray game and several horse races, adding up to §6-7 
million in gross billings. 

McCann-Erickson brought Buick specifically into this picture last June. 

The tv broadcast side of professional football will probably be limited this fall 
to CBS TV and ABC TV. 

The only thing holding up the two-network exclusivity is the Cleveland Brown's indis- 
position to chance a suit from Carling Beer on a contract that Has at least another year 
to go. 

It will be recalled that the National Football League at its January meeting confirmed the 
ruling that members could not sell their games away from the league. 

That gave CBS an exclusivity which represented a total of 19 broadcasts. ABC 
is set to do 17 American Football League games. 

Last season NBC had its own deal with the Washington Redskins and Baltimore Orioles. 



General Mills and ABC TV appear headed for a parting of the ways as far as 
the 5:30-6 p.m. string is concerned. 

The Mills' cereal agency, DFS, is shopping at NBC and CBS for late afternoon and Sat- 
urday time to house its Rocky and King Leonardo cartoons and Pip the Piper. 

The fly in the ointment with regard to ABC: it's undenvriting half of the cartoon pro- 
graming cost and has been unable to sell the six quarter-hours of time per week not 
sponsored by General Mills, making it all a rather unprofitable venture for the network. 

DFS' explanation for this: other sponsors aren't buying because the network is 
having trouble with clearances in the half-hour strip. 

Meantime ABC has offered the period to Kellogg, which spends about §7 million 
in spot placing its own cartoons for the moppet trade. 



1SBC TV's daytime side snatched the U.S. Borax (McCann-Eriekson) business 
away from CBS TV, with the loss a little over §500,000. 

The account didn't want to renew on a basis of CBS' new daytime shows. 
There was also a matter of the difference in the cost-per-1000. 

Kaiser (Y&R), a staunch customer of ABC TV since the inception of Maverick, 
is prepared to split its loyalty with CBS TV as a alternate weeker in the Ed Sullivan 
show, which Eastman Kodak is quitting. 

Others interested in taking over are Revlou and Dow Chemical. 
Talent price per program: §126,000 gross. 

In terms of program investment the two biggest nights on ABC TV this fall 
will be Sunday and Monday, in that order. 

The estimated total programing costs by night of the week — assuming it's a sellout — is as 
follows: Sunday, §375,000; Monday, §370,000; Tuesday, §305,000; Wednesday, §320,- 
000; Thursday, §300,000; Friday, §340,000; Saturday, §230,000. 

Potential total program costs for the week: §2,240,000. 
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SPONSOR-SCOPE continued 



Look for a hot competitive new offshoot for the detergent field if the Matey 
Bubble Bath put out for youngsters takes a real gallop on the market. 

The bubble soap is manufactured by the J. Nelson Pruitt Co., of Rochester. The agen« 
is Hanford & Greenfield in the same city. 

Pruitt has been slowly expanding its tv markets. The TvB estimates that it spefl 
around §400,000 for spot the last quarter of 1960. 

Expressed advantages of the product: it gives a thorough bath without the need for I 
washrag or sponge and leaves no bathtub ring. 

Lorillard's decision to put its menthol filter-tip brand, Spring, into daytime tv 
eould have wide implications for that facet of the medium and the cigarette business 
as a whole: 

The daytime appropriation for Spring runs around §450,000, with ABC TV winning 
out over NBC and CBS in the contest for the plum. 

Marketing significance: Spring, which hasn't been doing so well against its competitoil 
is regarded pretty much as a women's cigarette, and the daytime plunge, extending 
over April-September, is seen in the tobacco trade as a final stab to make good or 
else. The recommendation for the daytime sortie was Grey's. 

As the networks view the entry: if the investment proves fruitful for Lorillard, other 
companies with women-preferred brands may follow suit. 

Obvious advantages : such brands haven't the budgets to compete with their more popffl 
lar brethren at night and in daytime they have these edges: more frequency, lower CPM 
and, in many cases, live personalities to do the commercials. 

Cosmetic and toiletries advertisers are coming around to the viewpoint that wis 
the expansion of the drug racks in supermarkets it would be smart to pinpoint 
their campaigns to specific age groups instead of relying on a common base. 

In other words, the younger age groups have to be reached through media and pro- 
grams and platforms that appeal to them directly. And, strange as it may seem, that even ini 
eludes hair dyes. 

The psychological factor: anything that mom or dad uses is old-fashioned. 

NBC TV Research has put together a set of figures which, in effect, advances the the* 
that if you have a spot in four 15-rated shows per week yon won't reach any mor 
homes than with a spot each in three 20-rated programs. 

With the network basing its estimates on the 1960 Nov.-Dec. NTI and special tabulation 
of cumulative audiences, here is the reach and frequency obtained from 15-rated shows ovB 
the span of a week. 



NO. 1 5-HATKD CROSS RAT- 


HOME 


% TV 


IJNnUPI-ICATEn 


COMM. MirfJ 


PROGRAMS 


NC l>TS. 


MPRESSIONS 


HOMES 


HOMES 


FREQUENCE 


Two 


30.0 


14,100,000 


25.0 


11,700,000 


1.20 


Three 


45.0 


21,100,000 


34.0 


15.900,000 


1.32 


Four 


60.0 


28,100,000 


40.0 


18,800.000 


1.50 1 


Five 


75.0 


35.200,000 


45.0 


21.100,000 


1.67 1 


Secondly, h 


re's the reach 


and frequency o 


>tainahle from 20-rated shows 


in a week: I 
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CROSS RAT- 


HOME 


% TV 


UNDUPLI CATED 


COMM. MIN 


liOCRAMS 


ING PTS. 


IMPRESSIONS 


HOMES 


HOMES 


FRF.QUENC1 


Two 


40.0 


18,800,000 


30.0 


14,100,000 


1.33 


Three 


60.0 


28,100,000 


40.0 


18,800,000 


1.50 


Four 


80.0 


37,500,000 


47.5 


22.300,000 


1.68 


Five 


100.0 


46,900,000 


52.0 


24,400.000 


1.92 



For other news coverage in this issue: see Newsmaker of the Week, page 8 
Spot Buys, page 53; Sponsor- Week Wrap-Up, page 74; Washington Week, page 69; sponso 
Hears, page 72; Tv and Radio Newsmakers, page 82; and Film-Scope, page 70. 
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Broadcasters, TV Tape Services, 
Producers of Tape Commercials and Programs 
gain a big, new dimension in color 





For living color . . . smoothest operation ... get 
RCA's matched line of color TV equipment 



It's good busme.-,s to iw' equipment tint is matched, both electrically 
and mechanically, to work together as a system. Color Studio 
Cameras, Tape Recorders. Film Cameras. Monitors, Switching, and 
Special Fffects plus Color Mobile Units are work-together team- 
mates for finest color performance. 

RCA Color equipment is designed for incorporation into a com- 
pletely matched package. You get everything you need from one 
reliable source of supply. RCA Color Systems are smooth in operation, 
use common tube types and standard parts. They follow regular 
broadcast practices for installation, operation, and maintenance. 

From RCA you obtain equipment that is without equal in the 
television industry. And you have at your command the engineering 
and planning counsel of RCA experts in your area . . . When you 
think of color, think of the Matched Color Package made by RCA. 
And you can't beat the kind of service that only RCA can offer. 



RCA COtOR STU0I0 CAMERA 



RCA COLOR TV TAPE RECOROER 



RCA 3 VIDICON FILM SYSTEM 



RCA SWITCHING AND SPECIAL EFFECTS 



RCA COLOR MONITOR 



COMPLETE COLOR EQUIPMENT PACKAGE- 
MADE BY RCA FOR FINEST COLOR PERFORMANCE 




j/jffih The Most Trusted Name in Television 

NSS4/ RADIO CORPORATION OF AMERICA 



Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



13 March 1961 



SPONSOR-WEEK 

'Affirmative disclosure' theory is FTC-Lanolin Plus issue 
^ J. Walter Thompson elevates 7 to senior v.p. rank 
+ P&G buys a 2-way stretch for audience: Emmy and Oscar 



NBC SHORTENS PROTECTION MARGIN 



Agency and client reaction to NBC TV's new product 
protection plan was one of collective confusion last 
week. 

One tv/radio v.p. sums it up this way: 

"You need six Philadelphia lawyers to figure it out 
. . . and NBC must have used at least six to write that 
kind of legalese!" 

The "legalese" was included in a four-page memo on 
product protection from V.P. Don Durgin. 

In essence, it notifies client and agencies that the 
current 15-minute guarantee of product protection has 
been cut to 10-minutes before and after the telecast of 
commercials for so-called "protected" products. 

NBC is thus the first of the three tv networks to re- 
duce protection time in an effort to meet head-on the 
problem of coping with a mounting number of products 
and commercials advertised in static, fixed time periods. 

When sponsors were buying larger chunks of program 
time, separation and adjacency were simpler to maneu- 
ver. As time segments has been fragmented for more 
and more advertisers, the protection system has been 
difficult to maintain. 

NBC TV has attempted to set up guide rules for ma- 
jor and minor products and for star testimonial product 
commercials. The new policy goes into effect with all 
new contracts and renewals, leaving a status quo setup 
for current schedules. Revision was prompted by the 
segmentation of program times and the wide variety of 
■ products now being advertised during conventional pro- 
gram periods. 

(Continued on page 31) 



Sara Lee takes a $250,000 tv bite 

Talking of glamour, a major turning point for 
the food industry is Kitchen*, of Sara Lees (C&Wi 
cospon s mship with P&G of this > ear's Academy 
Awards liroadcast, 17 April on ABC TV. 

Sara Lee's quarter share of the talent-time pack- 
age should run arouad S250.0OO. There's a quarter 
of the two-hour .-how open (see next page). 



CHOCK FULL 0' NUTS SEVERS 
GREY ON POLICY ISSUES 

Severance of Grey as the ad agency for Chock Full 0' 
Nuts— a move which insiders say has long been brew- 
ing — was formalized last week as the client gave the 
agency 30-day notice. 

Spot tv and radio have been the main stays of Chock 
Full advertising during its seven-year tenure with Grey, 
keying successful sales drive for the regular coffee and 
the newly introduced instant. 

Several policy disagreements include one concern- 
ing spot announcements, favored by the agency, and 
program locks suggested by the client. Chock Full 0' 
Nuts claims $3 million in billings, but Grey says com- 
missionable media only racks up about half of this. 

Company plans product expansion, newest being a 
frozen donut line slated for later in the year. It's look- 
ing for an agency with food products experience, pref- 
erably one which has serviced a coffee account. 
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You too can make a necklace. Join the nine pieces of chain illustrated 
into an endless group of fifty links. But there's a catch (jewelry 
comes high). You must pay yourself a dime for each link you open 
and twenty cents for each link you solder closed. What's the smallest 
sum you'll have to pay yourself for sterling services rendered? 

Send us the correct answer and win a copy of Dudcncy's "Amuse- 
ments in Mathematics" — Dover Publications, Inc., N. Y. If you 
already have it, say so in your entry and we'll provide an equally 
fascinating reward. 

(Commercial: Link WMAL-TV with WSVA-TV and get the puissant Wash- 
ington, D. C. -Harrisonburg, Va. markets at attractive combination rate.) 



wmal-tv 

Washington, D. C. 

An Evening Star Station, represented by H-R Television, Inc. 

Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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(Continued from page 29) 

The new policy, Durgin said, has been "liberalized to 
meet the trend of today's advertisers, who are seeking 
greater reach and more spread for their ad dollars." But 
the succinct summary of the networks position leaves 
many a question in admen's minds. 

One v.p.-account supervisor on a major food line said 
he thinks agency people "should have been asked about 
this in advance, and that network people should have 
sent someone over to talk about it and explain it." 

Two agency execs, said they'd seen the memo but 
hadn't bothered to read it because of its complexities. 
One net tv advertiser not on NBC said "I'll worry about 
understanding it when I have to do some buying!" 

The policy is applicable to three major areas: 

1. Conventional weekly or alternate weekly program 
period sponsorships; 

2. Sponsorship of segments of daytime strip pro- 
grams; 

3. Participation type sponsorship of thirds and sixths. 

No bench marks have been announced for such par- 
ticipation programs as "Today," Jack Paar and the 
Saturday night movie (slated for fall). 

The formula is typified by these ramifications out- 
lined in the first classification (sponsors of conven- 
tional weekly or alternate weekly periods). 

It provides for a maximum of three protected products 
with no directly competitive products ("as determined 
by NBC") permitted "within the same sponsored pro- 
grams period during the term that the advertiser is a 
continuing sponsor" or within 10 minutes either side of 
the program period. 

This section contains a phrase which admen said was 
particularly confusing: "such 10-minute protection shall 
not be extended to affect advertising at adjacent period 
when such periods are occupied by programs of in- 
determinant length or by news, sports, or public affairs 
programs." 



Jim Douglass quits Bates to move 
into his own international shop 

Long-time ad pro James C. Douglass will leave the 
Ted Bates agency to open his own concern in April. 

He made his plans known last week, saying the James 
Douglass Co. with offices in New York and Geneva, 
Switzerland, will "assist and advise business enter- 
prises in exploration and development of international 
operations, with emphasis on marketing and advertising 
and including coordination of corporate, legal and tax 
aspects." 

Douglass is Bates' administrative v.p., member of the 
executive committee and a director, with additional re- 
sponsibilities of supervising the agency's international 
activities. 
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PACKARD A 'CUILTMONCER' AND 
ADMEN 'APOLOGETIC; BRITT 

Steuart Henderson Britt warned an RTES lunch 
seminar in New York last week that advertising and 
media must fight back against attacks on their busi- 
ness or face the "serious possibility of greater attempts 
than ever at government control." 

Former adman, now Northwestern U. professor of 
marketing and advertising, said "We must quit being 
so apologetic. Let's be proud persuaders; let's kill off 
the silly ideas that are proposed by the anti-business 
axis." 

Britt, author of "The Spenders," attacked Vance Pack- 
ard and other critics of advertising as "guiltmongers 
who describe American business as waste-making and 
consumers as hoodwinked. The American consumer is 
not the puppet of big business and so-called Madison 
Avenue. Rather, he is an intelligent force who influ- 
ences business by what he chooses to buy or not to 
buy." 

He also criticized the "self-appointed social planners" 
who, he said, pretend to believe that advertising is a 
pick-pocket that steals money from worthy endeavors. 
"If we did not spend as much as we do on advertising 
and marketing," he contended, "and the economy 
waned, we would not have as much money for taxes, 
for hospitals, schools and the like." 



Too much reliance on tv, too little on 
selling makes 'pause that depresses' 

(Chicago) An over-reliance on tv and diminishing 
salesmanship may be spurring recessional tendencies. 
So charged Charles Dallas Reach, board chairman of 
Reach, McClinton, at a recent Ansco sales meeting. 

He calls for a "resurgence of 
old-fashioned selling" to com- 
bat this "pause that de- 
presses." Causation for this 
"pause" is "two wars, the mar- 
keting revolution, the introduc- 
tion of tv into nearly every 
living room." A too-prevalent 
attitude: "What do we need 
trained salesmen for? Let ad- 
vertising do it!" 

Speculating about what salesmen are doing as sales 
curves slip downward and pointing to a million unsold 
cars in dealer showrooms, Reach said: 

"If 120,000 car salesmen got off their fannies and 
started to sell cars as they were sold in the 30's, factory 
production would jump and this would affect dozens of 
industries." 

Advertising, "a tool of management," can help make 
sales. "But it can't do the job alone," he contends. 
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C. D. Reach 



12th Exclusive Telecast 



STATE 
FINALS 



What's first with Hoosiers 
is first with WFBM-TV 



First with news! First with special events . . . and do 

Hoosiers ever love their basketball! Each season it's what 
they think about ... all they talk about 'til tourney time. 
For 12 straight years WFBM-TV has telecast the drama- 
live — to hundreds of thousands throughout Mid-Indiana. 

Manpower . . . Mobility . . . Equipment are reasons for 
WFBM-TV's Hoosier leadership. The unmatched manpower of 
our 20- man News-Information Center . . . mobility of our fleet 
of news cruisers and remote transmitter . . . photo developing 
equipment for putting film on the air immediately . . . two 
television tape machines (color equipped) that can record any 
remote transmission for an "exclusive" drop-in at any point 
in our day's programming. Ask your KATZ man about the best 
way to sell Mid-Indiana. 
A Service of TIME-LIFE Broadcast 
Represented Nationally by The KATZ Agency 





America's 15th TV Market 
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Lanolin Plus challenges FTC's call for 
'affirmative disclosure' in ad copy 

Issue of what the Federal Trade Commission calls 
"affirmative disclosure" in advertising copy popped up 
again Wednesday in Boston as Lanolin Plus attorneys 
appeared before a hearing examiner in answer to a 
formal complaint. 

Hearing on Rybutol's vitamin supplement copy fol- 
lows a similar one in New Orleans on 2 March and 
precedes what is anticipated as a third in Washington 
within the next fortnight. 

Here's what the "affirmative disclosure" theory in- 
volves: 

FTC contends the advertiser — when claiming benefits 
for certain symptoms from product use — should stress 
also that symptoms can be caused by other factors. 

Thus, a symptom of tiredness may reflect an insipient 
vitamin deficiency but FTC contends something else 
may cause it, too, and that this should be noted in copy. 

David Black, executive v.p. of Lanolin Plus, sees a 
Washington trend to question the validity of vitamins 
and their usefuless. Yet, he contends, "the public has 
found them useful" and 42% of the people use them. 
He says 82% of all vitamins used have been suggested 
by physicians. 

The bulk of Rybutol's current national advertising is 
in radio. In the past, a combination of radio, tv and 
print has been used. 



P&C'S 2-WAY STRETCH FOR MASS 
AUDIENCE: EMMY AND OSCAR 

A mass audience with lots of glamour-minded women 
in it is the goal of Procter & Gamble, Cincinnati, in its 
sponsorship of both the Emmy and the Oscar awards. 

This will be the third year P&G has picked up the 
Emmy telecast, slated for 16 May on NBC TV, but the 
first year it's bought full sponsorship. Products are 
Lilt, through Benton & Bowles, and Crest through Grey, 
the agency of record. 

It's the first year for P&G and the Oscar showing, 
slated for ABC TV on 17 April. 



Radio gets favorable nod from savings 
banks for '61 ad plans, survey shows 

Savings banks still prefer printed promotional ma- 
terials and posters to regular advertising media, a new 
survey conducted by the American Bankers Assn. indi- 
cates. 

Of major media, however, radio ranks second (to 
newspaper) and television fourth in 1961 ad plans of 
member banks. Banks prefer such aids as posters, 
calendars, direct mail and specialties to most com- 
missionable media. 



THE NEW GENERATION IS TAKING 
OVER AT THOMPSON AGENCY 

Latest fillip in changing of the guard which has 
been going on at J. Walter Thompson is appointment 
of seven senior vice presidents. 

Report of the move was made last week by Norman 
H. Strouse, JWT president and chief executive officer 
since June. Best known broadcast person among the 
seven is Dan Seymour, director of air programing and a 
member of the executive committee. 

He and the other six named 
have, in effect, acted as senior 
v.p.'s in function although with- S A 

out the actual title. They are Jm -a. 

Howard Kohl, secretary; Ed- 
ward G. Wilson, treasurer; Wal- ■ y* J 
lace Elton, chairman, New ^^^^L ~ £- 
York operations committee; ;> 
William D. Laurie, Jr., Detroit '4? W 
manager; Arthur Farlow, vice Dan Seymour 
chairman, Chicago operations committee, and Kennett 
Hinks, also a member of the executive committee. 

Other moves: George Reeves, Chicago manager, was 
re-elected executive vice president, with Samuel Meek 
and Hency C. Flower, Jr., continuing as directors and 
members of the trustee group of the Profit Sharing 
Trust which owns most of the voting stock. 

The pattern is interpreted by admen as one of the 
consolidation and tightening rather than a shake-up 
or dramatic revision of top personnel. 

In this streamline process, it's expected that some 
position and/or people may be eliminated, with many 
functions consolidated or re-vamped. 

Official word went out last week for the first time that 
Stanley Resor, former active management chief and 
president who moved to the board chair slot last June, 
had retired. 

CBS Radio shuffles 5 in top echelon 

Lateral executive shift spanning both coasts takes 
place in the next fortnight in CBS' Owned Radio Sta- 
tions, CBS Radio President Arthur Hall Hayes an- 
nounced last week. New vice president in charge of 
station administration is Fred Ruegg, replacing Jules 
Dundes, with the new vice president and general mana- 
ger of CBS Radio Spot Sales Maurie E. Webster, replac- 
ing Milton F. (Chick) Allison. 

V.p., general manager, KCBS, San Francisco is Dundes, 
replacing Webster, and the new v.p., general manager of 
KNX, Los Angeles, is Robert P. Sutton (former program 
director) who replaces Ruegg. Allison continues with 
Spot Sales in a new sales position. 
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incite 10 nuimiiu hvmhmhduui 

All through 1960, advertisers reached 28 per cent more homes in tl: 
average commercial minute on the CBS Radio Network than on th 
second network ... 117 per cent more homes than on the third netwo) 
...120 per cent more homes than on the fourth. This year, with a ne 1 
and expanded program schedule -more news, more information an 



fit AVtnAUt UUMMtnUAL MINI) It 

fecial features, more sports, plus the most popular personalities on 
y network— the CBS Radio audience lead promises to climb higher 
I higher. So whether you co-sponsor one five-minute show or buy 
aturation campaign, there's nothing average about your average 

ON THE CBS RADIO NETWORK 



K. SPONSOR CUMULATIVE AUDIENCE S( 



A 




conducting his internationally famous recording orchestra of 46 pieces in extravagant produc- 
tions with the Mantovani Dancers, and featuring such outstanding guest stars as Vic Damone, 
Connie Francis, The Hi-Lo's, Dorothy Collins, and many more. 




CYCLOPHONIC 



Television's new dual dimensional voice 
designed to give deserving brilliance to the 
magnificent sound of Mantovani — the man 
whose musical mastery has sold over 10 million 
albums in America. Now Television, in cooper- 



N ATI OX A L TKLKKILU ASSOCIATES, IXC. 



ation with AM or FM radio — simulcasting 
from a full range hi-fidelity sound track — pro- 
duces the thrilling stereo effect .. .cyclophonic 
sound. 39 half-hour programs now available. 
For full details, write, call or wire NTA, today ! 



NTA 



10 COLUMBUS CIRCLE 
LOS ANGELES: 6530 WILSHIRE BLVO. 
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COLOR TV 

THE BIGGEST NEWS 
IS-MORE CLIENTS 

Color is a going medium today 
with a record number of sponsors 
plunging in, set producers active 

Take ;i top ABC TV program, add an important 
CBS TV advertiser, and blend in to a weekly hour 
show on NBC TV — and you have the fronting for 
the sweeten month in color televi.-ion'.- hir-tory. 

Interest had never been higher in the trade and 
consumer pre?s. among appliance dealers and — 
most important — advertisers and agencie-. A? one 
RCA official archly observed last week, referring 
to a black and white network's trade advertise- 
ment.-. '"It"? true that it's hard to >top a trend/' 

But even mi. the rule .-till seemed to be: When in 
the pre-enee of color t\. u-e a que>tion mark. "Is 
tin? a breakthrough year?" was asked. ''Has color 
come of age?" was asked. "Can a color evolution 
be forced?" was a>ked. 

At A'BC they were bumming a Ger-hwiu tune 
('•But ho. bo. ho . . .who's got the la.-t laugh now?") 
and using exclamation points. Color tv doe- not 
need a breakthrough, they -aid. but a break up! 



A color awakening spreads as 
evidence starts to come in 



J. WALTER THOMPSON: "We de- 
cided years ayo to make thinys hap- 
pen in color and we 9 re been at it 
erer since." In IOGO. JWT produced 
600 minutes of commercials in color. 



IV. W. AYER: "/li/cr hits consistently 
encourajfed its clients, subject to 
sound adrertisiny reasons and eco- 
nomic factors, to use color tv. .The 
impact is yreater in tr than print." 



EASTMAN KOOAKr W e are moving 
to \\ alt Disney's show because color 
television has come of aye. It is our 
belief color will be of even yreater 
importance in years to come." 



MINUTE MAID: "Our coiitiitcrriftf.v 
are wonderful in color . . . hiyhly 
preferred over black and white. 
And the : pins' audience that sees it 
is well worth the added expense." 



Schwerin on effects of color commercials 

Schnerin Research Corp. has updated a study made for RCA's Broad- 
cast News, and the results should interest advertising agencies and 
sponsors who hare been thinking about going into color. The follow- 
ing is President Horace S. Schwerin's summation of the state of 
existing knowledge of the impact of color tv: 

1. If you show viewers a commercial in color it will, on the average, cause 
50% more of them to want the product than if they see the identical com- 
mercial in black and white. 



2. Over the years, more than one out of every three black and white com- 
mercials we have tested have been wholly ineffective. In contrast, less than 
one out of 10 of the color commercials we have studied have failed in this 
respect. 



3. Extra-long color commercials are generally far more effective than those 
of conventional 60-second length, while the opposite is true in monochrome. 
In color, added length tends to result in added selling power; in black and 
white, added length is apt to dissipate the power of the sales message. 



Break up all the black and while de- 
vices 1>\ which you've been measur- 
ing color and lake another look. 
We're not on our way, we're here! 

In late February- earl) March, 1961 
five bnds on the color bush appeared 
to be popping open at once: 

• ABC TV's If 'alt Disney Presents 
would become NBC TVs Wonderful 
World of Color next season, and one 
of its sponsors will be Eastman Ko- 
dak, which dropped CBS TV's Ed 
Sullivan Show. Their stated reason: 
''We want color!" 

• Zenith Radio Corp., a firm that 
had over the years been perhaps the 
most resistant to color, announced 
that it would show a line of color re- 
ceivers in the Fall. Appliance dealers 
from all around the country were 
warning their suppliers (especially 
General Electric and Westinghouse) 
that unless they came up with a color 
tv line, the dealers would look for 
other franchises. And BCA an- 
nounced a profit in color set sales for 
the first time: Board Chairman David 
Sai nolT said it could he "measured in 
srven figures." 

• ARB released a national color set 



count that was consistent with the 
figure that RCA had guessed all 
along. Right now there are more than 
600,000 sets in use (based on a No- 
vember-December national average). 
By next year there could he 800,000 
and if then is am "breakthrough" 
psychology necessary to move the 
bulk of advertisers and the reluctant 
networks, 1963's 1,000,000 sets (pro- 
vided the economy continues to grow) 
should prov ide it. 

• Advertisers at both the network 
and local level were finding their 
way to color in ever increasing num- 
bers (see local station round-up, page 
42). Not onh were the obvious, high 
priced items seeking color (in the 
past two seasons 60-70% of all net- 
work t\ auto advertising was on 
NBC), but grocery shelf products 
I Minute Maid, Kraft, Ballantine 
Beer), cigarettes and like everyday 
purchase items were employing poly- 
chrome. 

• Agency interest was further 
whetted by several tests of color com- 
mercials within various frameworks 
(color shows, black and white shows) 
and at varied lengths bv leading color 



shops such as William Estv and J. 
Walter Thompson. 

Activity at 30 Rockefeller Plaza had 
zeroed-in on Room -152 in the last 
three weeks. There Nancy Salkin. 
NBC's color information coordinator, 
has been pouring out facts and fig- 
ures to the consumer and trade 
presses at an exhausting pace as their 
interest accelerated. "It's really get- 
ting exciting," she admitted, "it's 
really happening." 

And this is how it's happening, she 
said. In 1960, 110 advertisers spon- 
sored NBC color shows (as compared 
to six in 1951. 35 in 1956. 76 in 
195!}). Twenty-three of the major 
companies who sponsored network 
color shows in 1956 are still active. 

Further evidence is supplied by a 
check of dollar investments by adver- 
tisers. From January through No- 
vember, 1960 advertisers spent $60 
million (measured by gross billingsl 
in NBC programs, as compared to $ 17 
million for the same period in 1959- 

Extremely enthusiastic about color 
were the color users and their agen- 
cies. Most admitted that ABC and 
CBS" contention that when the view- 
ers were ready for color (say, after 
the one millionth set is sold), they 
would provide it. was economically 
valid. But color adv ertisers still main- 
tained that for verj little more money 
they were getting a powerful tandem 
buy — mass reach with black and 
white plus the added impact on the 
rapidly increasing group of influential 
color viewers. 

"Look at the facts," said one ad- 
vertiser. "If we have a hit special, 
we're not just getting 1.500.000 color 
viewers. We're getting them on top 
of maybe 40-50 million black and 
white viewers, and the cost is only 
seven to 12% more than black and, 
while." He pointed to figures show- 
ing that color tv families have an ex- 
tremely high income — the median is' 
$13,132 as compared to $5,417 for 
the U. S. as a whole (Market Facts. 
Inc.; l T . S. Census), and almost half 
the color owners earn more than 
$15,000 annually. 

The same surveys show that they 
are people in a position to influence 
the spending of monev. as well as 
spend it themselves. More hold re- 
sponsible jobs: about half are in the 
occupational category of "proprietors. 
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managers and olficiahs" as compared 
to the national average of 10%. The) 
l)uy more high ticket items, and more 
than half own two or more ears 
(l T . S. average- 13%). 

Several advertisers and agencies 
were outspoken in their praise of 
color. Howard C. Dick. v. p. of sales 
and marketing for Minute Maid Co., 
outlined to sro.NMM the reasons that 
his firm uses color specials for its 
orange juice certainly not a high 
ticket item. 

'"Onr use of color (basically we are 
an extensive spot tv advertiser) is 
determined by program content, com- 
mercial content, and several 'plusses' 
that are less tangible. As to program- 
nig, our Tournament of Hoses Parade 
and upcoming Easter Sunday special 
from Marineland are naturals for the 
color screen. And the 'plus' audience 
that sees it in color is well worth the 
added expense. 

''Our commercials, secondly, are 
wonderful in color," he continued. 
The orange juice really comes across 
in color, and these commercials (pre- 
pared by our agency, Ted Hates) are 
highly preferred over black and white. 

"Among the other reasons, the 
fact that Minute Maid was the first 
product of its kind and has been a 
leader in its field influenced our use 
of color. Color increases the prestige 
of a company and its products,"' said 
Dick. ''It is the newest, perhaps the 
ultimate medium, and keeps us one 
step ahead of our competitors. It also 
pro\ides a psychological lift among 
our own people that cannot be meas- 
ured." Minute Maid w ill introduce its 
new '"Miracle Patent'' orange juice 
nationally on the Easter colorcast. 

X. V. Aver, which produces color 
shows and commercials for AT&T 
(Bell Telephone flour). Whitman's 
candies (Wizard of 0.-1 and United 
Air Lines (in Chicago), has con- 
sistent!} encouraged its clients, sub- 
ject to sound advertising reasons and 
economic factors, to use color tele- 

As James E. Hanna. agency v.p.. 
stated. "Xo advertising agency and 
no advertiser can doubt the psycho- 
logical impact of a color image as 
contrasted with black and white. This 
impact should he greater in television 
than in print." 

The J. Walter Thompson attitude 
(Please turn to page CO) 



Thompson on the rules of using color 

THE WIDE experience of J. Walter Thompson the top color 
agency — in the studio, on location and in its television workshop, 
has been hailed down to fire important lessons, of interest to adver- 
tisers, in the use of the medium: 

1) Color can be used to implement the telling of a story or to emphasize 
a product message or theme; color can suggest warmth or coolness, laugh- 
ter or beauty. Ford did a commercial with cool modern music and hot 
jazz. First, cool colors were planned— pale blues and greens with a white 
undertone against a black and white modern setting; in the jazz half 
bright clashes of color against a Japanese lantern-lit terrace were used. 



2. Some colors bleed. An Eastman Kodak baby will look healthier on a 
pale warm-toned blanket; a Pond's beauty's skin tones may not benefit 
from the reflected color of a bright cerise dress. 



3) Undertone colors must be watched; they sometimes come up strongly 
on color film or live tv. A man's grey flannel suit may become a color- 
blinding blue; faded blue jeans may intensify to a brilliant shade of royal. 



4) Colors vary with texture. Satins or shiny surfaces often reflect light 
and intensify colors more than a light-absorbant texture or surface. 



5) Too wide a value range between background and foreground colors 
can be dangerous. On screen, in color or black and white, the full skirted 
white hostess gown will probably flare against a dark toned room. 




TOP COLOR AGENCY, J. Walter Thompson, produced 600 minutes of color commercials 
in I960, and its clients sponsored four of NBC's nine regularly scheduled color shows: 
'The Ford Show,' Shirley Temple, Perry Como and 'Bonanza' — plus several color specials 
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Color tv 

More room for local sponsors 



Study shows local colorcasting growth and 
more facilities for live and tape commercials 



Local color mean* more than the 
neighborhood seenen these da\s. It 
means more and more programing 
in polychrome liy television stations 
around the nation — stations affiliated 
with all three networks, and inde- 
pendents. And each new local show 
means more opportunity for local 

Probing into the color television 
story on the local lev el. sponsor 
sent questionnaires to all stations 
equipped to originate some form of 



local color. The rt suits showed an 
increasing interest in color-casting. 

Out of the questionnaires returned. 
30 stations reported thej are current- 
ly programing local color shows. The 
remaining tv stations, although 
equipped to color-cast, do not have 
any regular]) scheduled shows at this 
time. The-e stations, however, pro- 
gram local color specials and sports 
through the year. 

The number of local color hours 
telecast on a weekly basis has been 



increased by most stations in recent 
\ears, the SPONSOR survey indicates. 
More than half of the stations re- 
sponding have increased their hours 
of colorcasting since 1 1 >57 and more 
than one-third have definite plans to 
broaden their current color schedule 
during 1961. An average of eight 
hours and 25 minutes weeklv are 
currently teleeast locally by stations 
programing in color, the survey 
shows. Also on a weekly basis, an 
average of 9.1 color shows per sta- 
tion was reported. 

Local color equipment on the sta- 
tion level will increase during the 
current year. More than half of the 
respondents currently scheduling 




ADVENTURE AND TRAVEL is discussed an hour each day in color on 'George Pierrot Presents' 
over WWJ-TV, Detroit. Pierrot (left) brings in world travelers and explorers; they bring color films 



The station's many benefits from color 




THE MAN who signed the first network color 
contract and whose station, WLW-T, Cin- 
cinnati, became the first NBC color affiliate 
on January 1, 1954, has seen all of his ex- 
pectations surpassed in the last eight years. 
As John T. Murphy, Crosley's v. p. in charge 
of tv, puts it: "We cannot stand still; we 
have a firm belief in color . . . and we have 
the belief that in color lies our progress." 

The record of Crosley's perseverance in 
color promotion is well known: the first lo- 
cal colorcast; the first day baseball; the first 
night baseball (including development of 
proper lighting); the first indoor sports 
event; the first religious services; the first 
to put all station breaks and promotional 
spots in color, and to encourage local spon- 
sors to use color. 

But the heavy concentration on color 
benefitted WLW-T as well as the new medi- 
um. According to Murphy: 



• "Our sales figures have shown an in- 
crease of 34.4% since we became involved in color." 

• The ratings for shows are double in color homes (Burke Survey). "What 
this actually means is that in homes where there is a color set (40,000 or 
5% in Cincinnati), those people would rather watch a color show than some 
other program telecast only in black and white. The composite result of 
seven shows measured in the Burke Survey showed a 22.7 rating in black 
and white homes versus a 47.4 rating in color homes." 

• There is a naturally greater impact in color. "It was additionally proved 
by the Burke Survey in I960, that color commercials have a 3Vi times greater 
impression value. A color commercial in 1,000 color homes is equal in effec- 
tiveness to a black and white commercial in 3,589 homes." 

• WLW-Television has enjoyed "a vastly increased trade press" because 
of its experimentation and programing in color. 



local color show* Hill add to their 
present eolor facilities in 1 901, The 
sponsor questionnaires show a range 
between one and four live and or 
film color cantera~; per station. The 
average number of color cameras 
per station is 1.8. 

Types of local color programing 
vary substantially In .-tation. How- 
ever, since many stations own film 
equipment only, feature and syndi- 
cated films account for a high per- 
cent of all show tvpes. An average, 
based on the SPONSOR survey, breaks 
down as follows: Feature films. 
27.7T; Svndicated films. 23.9 r ,' : 
Live musical /coined y /variety. 7.6^ : 
Live panel /quiz/audience participa- 
tion. 8.0^: other (includes home- 
making, sports, news. farm, educa- 
tional, religion shows, etch 32.8^. 

Color commercial production by 
stations is high, the questionnaires 
indicate. Half of the respondents 
stated that they produce, for their 
clients, live, film or slide commer- 
cials at little or no extra cost. Live 

commercials — r>o.4 f < of all t\pe 

are predominant. Film accounts for 
IQ.m and slide. 33.8 f 7 . 

More than half of all the color 
equipped stations rephing to spon- 
sor's questionnaires have clearly in- 
dicated that they are satisfied with 
the results of their local color service. 

Local sponsors in increasing num- 
bers are finding that a eolor com- 
mercial inserted into a network color 
show is extremely impressive to the 
viewer and packs a terrific impact. 
A case in point is the Fairmont 
Foods Co.. which is currentlv adver- 
tising its cottage cheese on the Sinp 
Along With Much show over KMTV. 
Omaha. 

The local availability of the net- 
work show is due to regional spon- 
sorship elsewhere. This fact was not 
made known to them. KMTV re- 
ported, until two days hefore the first 
show. Fairmont Foods was one of 
the few accounts willing to try to 
produce effective color commercials 
on so -hort a notice. 

Allen & Reynolds, the sponsor's 
agency, put its food consultant, 
radio-tv director, tv production man- 
ager and a copywriter to work: they 
selected some 67 props, worked out 
the settings, wrote the script and ar- 
ranged the demonstration in 36 



breakneck hours. Station personnel 
pitched in. and they were still work- 
ing on effects as the show went on 
the air. 

Was the effort mirth it? Sales 
rose in fact, enough to enable the 
client to buy the second show this 

time at double A color pr ium rate. 

Sales rose again after the second, 
and Fairmont bought the third. 

A spokesman for the agencv listed 
the advantages that color gave to his 
product. "Color shows food in its 
most appetizing setting." he said. 
"In addition, there's the obvious ad- 
vantage of showing both products 
and package in the -ame natural 



color that the housewife will see at 
the point of purchase. 

"Hut it's the unique "third dimen- 
sional' effect that color tv achieves 
that we found the mo-t important ad- 
vantage. Neither black and white tv 
or print -eem- to do justice to show- 
ing the flufhness of cottage cheese." 
he explained. "Hut color with its 
third dimension bring- out the nat- 
ural texture of the cottage cheese 
and -hows it at its appetizing best." 

KMTV is prondc-t of the fact that 
ll'Ieasr turn In finer (>2I 

Sec next two pages for station 
color equipment facts round-up 
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FACTS ON TELEVISION STATIONS EQUIPPED TO 



MARKET COLOR NO. COLOR 



MARKET 


STATION 










Hrs. Wkly. 


Pgrns. Wkly. 


Yes 




Film 




Atlanta 


11SB-TV 




• 




NA 


0 


0 






NA 


None 


WAGA-TV 




• 




















WBAL-TV 






















Baltimore 


11' jf" Alt-TV 




• 




8,347 


1 


1 




• 


NA 


None 




11.1 Z-TV 


• 




















Birmingham 


wApi-tv 




•_ 




4^000 


0 


0 


NA 


nA 




None 


Boston 


wuun-TV 


• 


• 




32,000 


29* 


22 


• 








Buffalo 


\\bi;x-tv 


• 


•_ 




10,000 


2.5 ~ 


5 




• 


** 




Charlotte 


WBTV 


• 


• 


2 


NA 


.5 


1 




• 




1 ] 


Chicago 


W\IS<i 
ll'G.V-TV 


• 
• 


_ • 
* 


4 
















Cincinnati 


11L1V-T 


• 






46,000 


21.3* 


12 


• 






1 i 


Columbus 


H'lAV-C 


• 






25,000 


8.5* 


6 






NA 


None 




KKLD-TV 




• 




NA 


.5 


1 




• 


NA 


None 


Dallas 


WFAA-TV 




• 




~10,000~ 


0* 


0 




• 


** 


1 




WBAP-TV 


• 


•_ 




NA 


16.3* 


66 


• 




T 


2* 


Des Moines 


11IIO-TV 




•_ 


l 


_ 5,500~ 


0 


0 




• 


NA 


None 


Detroit 


1111 ./-TV 




•_ 




21,100 


9.5 


12 




• 


1 


None 


11.JBK-TV 




• 





















KlUJ-TV 






















KJEO-TV 


_• 




















Houston 


KPBC-TV 




• 




5,000 


0 


0 




• 


~NA 


None : 


KTHK-TV 




• 




10,000 


0 


0 




• 


~NA 


None 


Honolulu 


KlIVII-TV 




• 




NA 


0 


0 




• 


NA 


None 


Huntington 


WHAZ-TV 


• 






25,000 


2.8 


4 


• 






1 J 




WFBM-TV 






2 


18,112 


12 


6 






*. 


1" 


Indianapolis 


WISH -TV 
ULIV-I 




• 
• 


* 


NA ~ 
15,000 


.5 
9 


1 
7 




• 
• 


1~ 

** 


None. 

2~ 


Jackson, Miss. 


UJTV 




• 


















Jacksonville 


W MA-TV 






2 


2,500 


10.8* 


30 






i* 


2~ 


Johnstown 


WJ AC-TV 


• 


• 




NA 


5.8 


3 




• 


** 


1~ 


Kalamazoo 


WKZO-TV 




• 


















Kansas City 


W BAP-TV 
KCMO-TV 








8,000 
6,000 


1 

2.5 


1 
8 






1 
1 


None 

ri 


Lancaster 


WfiAL-TV 


• 


• 




















MICA 


• 


• 


18 


NA 


11.5* 


43 


• 




** 


2~ 


Los Angeles 


HSXT 
HTLA 


• 


• 
• 


4 
















Lubbock 


KBVB-TV 




• 
















: 


Madison 


WISC-TV 






















Miami 


WCKT 
WTV.I 








10,000 


1.5 


1 






1 


None 


Milwaukee 


WTMJ-TV 








12,184 


6 


6 








3"! 


WISX-TV 






















Minneapolis 


USTP-TV 






l - 
















11 CCO-TV 






















Nashville 


IV* If -TV 























ORIGINATE LOCAL COLOR: LIVE, FILM, SLIDE, TAPE 



MARKET 
LOCAL COLOR DATA 
Tape Color Sets 



PRODUCE 
COLOR 
COMMERCIALS 



No Film Live"* 



New Haven 


WM1C-TV 






















New Orleans 


wmv-TV 

HHL-TV 








6,500 
7,000 


2 
2 


"3 
2 






** 
NA 


1 

None 


: 

New York 


WXKC-TV 
WCRS-TV 


• 


. 


19 

" 3 
















Norfolk 


WAVY -TV 
WTAR-TV 






1 


1,000 


0 


0 






1 


1* 


Oklahoma City 


WHY -TV 


• 






5,000 


2* 


1 


• 




** 


~ 3* 


Omaha 


KMTV 








11,000 


10.5* 


8 






** 


2 




H'RCV-TV 






~2 
















Philadelphia 


WCAU-TV 






- 


















WEIL-TV 








— NA 


16 


5 






** 


2 


Phoenix 


KOOL-TV 




• 


















Portland, Ore. 


KGW-TV 








5,000 


3.5* 


2 








2 


iQuincy 


WGEM-TV 






















Raleigh 


WRAL-TV 








5^000 


3 


2 


• 




NA 


None* 


Richmond, Va. 


WXEX-TV 























WTVR 























Roanoke 


WSLS-TV 






— 


2,000" 


0* 


" 0 






NA 


None* 


WlHSJ-TV 


- 






1,277 


0* 


0 






NA 


None 


Rochester 


WVET-TV 






















Rockford 
Sacramento 


WREX-TV 
KCRA-TV 






















[Saginaw 


WXEM~TV 






















St. Louis 


KSD-TV 
KI'LR-TV 




• 
• 


















Salt Lake City 


KCI'X-TV 






















San Antonio 


WOAI-TV 



















- 






KROS-TV 






















San Francisco 


KFIX 
























KTVV 






















Schenectady 


WRGR 






















Seattle 


KIXfi-TV 






















KOmO-TV 






















ihreveport 


KSLA-TV 








_ 3,200 


.5 


1.3 






1 


None 


Spokane 


K11Q-TV 
KffEff-TV 




• 


1 
















ipringfield, Mass. 


WWl.P-TV 








- 
















\Y SYR-TV 








6,000 


0 


0 




m 


~~ " 1 


None 




WFEA-TV 








5,000 


0 


0 






NA 


None 


HTVT 








5,000 


~ " o 


0 






NA 


None 


"ulsa 


kioo-iv 






















/alley City 


KX J It-TV 








700 


0 


0 






NA 


None 


Washington, D. C. 


WRC-TV 








13,000 


51* 


51 








2 


IVTOI'-TV 






















Vilkes Barre 


WRRE-TV 






1 


4,500 


6 


NA 






1 


1 





































WHAT NCS MEANS 
TO RADIO BUYERS 

^ After four-year lapse, Nielsen delves into county- 
by-eotmly circulation study to be available late summer 

^ Tabulation underway on 204,000 ballots returned 
from mailiii" to 375,000 in more tban 3,000 counties 



A solutiuii lu [he f< 
lory of radio station c 
county is 



1,) 



A. C. Nielsen expects 
lo have in the hand* of slation- 
ageney-udverliser subscribers, cur- 
renlly oxer 300 strong, results of the 
first radio coverage survey since 
NCS-2 (1.956). 

Over 3,000 eonnties are to he re- 
ported separately, while 116 smaller 
counties (100 to 500 families each) 
will be computed in TO clusters. The. 
ballot mailing is nearly double the 
1956 project, with 375,000 going 




COVERAGE EXPERT George M. Baillle 
managing NCS '61. He was in on pri. 
NCS efforts and similar projects elsewhei 



out, compared to 200.000 last time. 
Returns have hit the 201,000 mark. 

Publication of final figures is con- 
tingent on release of the I . S. Cen- 
sus reports (including set ownership 
by county), which will serve as a 
. base for the projections. Nielsen will 
be checking and tabulating its own 
sampling into late spring and plans 
to release an earl) summer advance 
report to station* on count) -bv-coun- 
ty circulation percentage based strict- 
lv on the sample. 

' Research on Hawaii and Alaska 
will take the form of a cily-by-city 
supplement. Canadian coverage fig- 
ures also are available. 

In final form, the NCS '61 radio 
reports will delineate the number of 
different homes tuning to a station 
once a week and once a day (day and 
night separately). They'll be com- 
puted by stale. >hov\ ing the different 
stations sen ing each county, and by 
station, with figures for each county 
covered by reportable stations. The 
minimum ( irculation lo be reported 
is 10'; of total homes per county. 

Advertisers and agencies can buv 
the Complete Circulation Keporl 
(by stales, in count) sequence) . and 
the Complete Station Uepori or por- 
tions thereof. Stations bin the data 
for the counties they cover and. for 
management use. county listings on 
coverage of all stations serving their 
home count), plus totals for all sta- 
tions serving stales the) cover. In 
addition the\ can buy details on any 
other station, at surcharges of 2' ", of 
theii subscription net for each sta- 
tion in slates readied by their own 



during the period 15 October-15 De- 
cember last \ear. Though the sam- 
pling was much larger than the one- 
utilized for the regular program au- 
dience reports (Nielsen Station In- 
dex), it did include those area-prob- 
ability-selection homes. 

NCS '61 contains increased empha- 
sis on out-of-home listening. For the 
first time, the question on actual sta- 
tion listening specifically calls for in- 
clusion of stations listened to out-of- 
home as well as in. Thus while out- 
of-home listening may have been 
taken inlo consideration by respond- 
ents to previous coverage surveys, 
this one should alleviate doubts on 
that score. 

NCS '61 includes tv. for which the 
field work, separate from the radio 
operation, is proceeding on schedule. 
Nielsen applied the over-all designa- 
tion NCS '61 instead of NCS-1 to 
avert confusion that might result 
from the fact that while NCS-2 in- 
volved both air media. NCS-3 (1950) 
covered only tv. Impetus to take on 
the highly expensive lask of re-meas- 
uring radio coverage came partly 
from the urgings of a group of 
broadcasters, who made a case for it 
at the "60 National Assn. of Broad- 
casters convention. 

Manager of NCS '61 is Ccorge M. 
Raillie. whose experience in cov erage 
research goes back to NCS-1 (1951), 
and beyond that to surveys con- 
ducted in this field by other outfits 
earlier in the history of the radio 

Among the areas in which cover- 
age information is useful lo adver- 
tisers he cites: 

• Allocation of dollars for net- 
work or national spot campaigns by 
sales areas. 

• Determination of most efficient 
size of station lineup for specific 
sales job. 

• Indication if and where spots 
should or could supplement network 
schedules. 

• Comparison between media of 
iphicallv or 



, sales 



• rapli 



Ihe 



questionnaire; 



• Facilitating the merchandising 
of campaigns through the use of lo- 
cal promotion. 

On the station side. NCS '61 looms 
as a handy sales tool. It will assist 
them in computing cost-per-thousand, 
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NCS COMPLETE CIRCULATION REPORT— RADIO PENNSYLVANIA 




COUNTY Call ** 


MARKET COVE 


RAGE 




CIRCULATION 

NIGHTTIME (oft.r 6 PM) 




MARKET DATA Co j° len*<i k „ 

ADAM? WAAA 

HOMES i WCCC 
TOT. 14,000 WDDD 
RADIO 12,000 WE EE 

WGGG 
WHHH 

BRISTOL WBBB 
HOMES • 


(W..kl T ) 

9,970 
&, B80 
2,040 
5, 260 
1,320 

3, 000 
1,800 

11,640 

3, 200 
i .660 


83 
43 
17 

11 

25 
15 

97 

21 
15 


9,070 83 
5,680 49 

5,040 42 
1,320 11 
6,120 51 
3,000 25 
1,600 15 

10,610 90 

3,120 39 

1,200 15 


5, 760 48 
4,600 40 

3,000 25 
960 6 
5,400 45 
1,200 10 
1.200 10 

8,640 72 

2, 240 26 

.A 


5,640 77 
3,460 29 
2,040 17 
3,460 29 
960 6 
2, 160 18 
1,320 11 
OFF 

9,600 60 

1,440 16 
1,680 


3,000 25 
2.400 20 

960 6 
1,800 15 

640 7 
1,200 10 

720 6 
OFF 

6,000 50 



RAW MATERIAL (ABOVE); FINISHED PRODUCT (BELOW)-NCS '61 radio ballot wentout to 375,000 families last fall. 
From the 204,000 returned, tabulations will be projected on the 1960 U.S. Census figures, and circulation reports 
will be available late summer— the first radio coverage data gathered since 1956. Findings will be shown by state 
(specimen below) or station with county-by-county figures for day and night, each on daily and weekly basis 



WHAT RADIO STATIONS DO YOU USE? 


"1 First use the columns below to tell us 
1 whot Radio Stations your family 
hos iuned to in ihe post month or so. 
List oil Rodio stotions thot you or someone 
in your fomily uses, in home or out. 


-py- DAYTIME 

'A_A" (BEFORE DARK) 
•' ' fl Next use the boxes below to tell us 
Ji how often your fomily uses these 
stotions IN THE DAYTIME, when it 
is daylight. Put o check in one of the 
five boxes for each stolion you listed. 


r> NIGHTTIME 

\[ , (AFTER DARK) 

Q Now use the boxes in this column to 
0 tell us how often you use these 
stotions AT NIGHT, ofter dark. 
There should be o check mork in one of 
the five boxes for eoch stotion. 


Call letters 


Dial 
Position 


City 


6 or 7 
DAYS 
a week 


3, 4 or S 
DAY \ 


1 or 2 
DAYS k 


Less 
than once 


Never 
in the 
daytime 


6 or 7 
NIGHTS 


3, 4 or S 
NIGHTS 


1 or 2 
NIGHTS 


h U " 


Never 
after 
dark 












□ 
□ 
□ 
□ 
P 


□ □□□ 


□ □□□ 


□ 
□ 
□ 
□ 

rn 


□ □□□□l 


□ □□□□ 


□ □□□ 


□ 
□ 
□ 

































since total area ratings for radio sta- 
tions have been limited to larger 
markets. Equipped with this measure 
of their total audience, they'll have 
additional ammunition in the peren- 
nial battle they must wage with liens- 
papers. 

In differentiating between ratings 
and coverage figures, liaillie draws 
on an analogy with weather and cli- 
mate. He points out that ratings 
are like weather in that they refer to 
a specific, short period. Coverage, 
on the other hand, is like climate, 
which is constant over long periods 
of time, and in a sense is the sum- 



mation, as he puts it, of weather con- 
dition?. Weather at a particular time 
ma\ he bad in an area that enjovs 
a fine climate. 

States Baillie, '"Coverage is broad- 
er than a time-period rating and re- 
quires larger local samples because 
each area must be reported separate- 
ly. Program ratings, rarelv attempt 
to report single counties." 

Among the advertising agencies 
that have signed for the NCS radio 
findings: N. \V. Aver: Ted Rates; 
Batten. Barton. Durstine & Oshorn; 
Gordon Best; BlitzAVeinhard : Bots- 
ford, Constantine & Canlner; Leo 



Burnett; Camphell-Ewnld: Campbell- 
Mithun: Cohen & Ale.-I. ire: Cunning- 
ham i> Walsh: lVAnv; Dohertv. 
ClilTord. Steers c\ Sheii field: John C. 
Dowel: Liwin Wa-cv. HuthraufT ,!v 
Rvan: Foote. Cone & Belding: Grav 
& Roberts: Law retire C. Cumbinner'; 
Lang. Fisher i> Sta>ho«er: Killer. 
Neal. Battle ,\ Lindsev : McCann- 
Erickson: J. M. Matin- : Morse In- 
ternational: \eedham. Loui- & Bror- 
hv : Norman. Craig & kummel: John 
W. Shaw Sullivan. StaulTcr. G.I* ell 
& liavles: J. Walter Thompson; Van- 
Sam. Dugdnlc: Winfield; Young & 
Rubicam. 
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NO OTHER U. S. CORPORATION 



^ Procter & Gamble's hoard chairman, president, and 
both executive vice presidents, are advertising-trained 

^ 31eElroy, Morgens, Lingle, Chase, give P&G more ad 
brains at the top than any big corporation lias ever had 



I wenty-five years ago, the four 
men whose pictures appear on these 
pages were sitting at plain desks in a 
huge open room in Cincinnati's less 
than prepossessing Gwynne Building 
(Milliliters in thf business who knevi 
Neil McElrov, Howard Morgens, Jake 
Lingle and Howell Chase in those 



earl) days, have never forgotten the 
bleak, spartan atmosphere of the P&G 
advertising department during the 
1930s. 

Vet. in* a sense, what was happen- 
ing there, and the people themselves, 
were destined to have a greater im- 
pact on American advertising, par- 



ticularly in air media, and on modern 
marketing methods, than any other 
group or activity the country has 
known. 

Today, at P&G, the 25th largest 
U.S. corporation, the four top man- 
agement jobs are held by advertising- 
trained executives, a record un- 
matched and unheard of at other 
major corporations. 

MeElro), Morgens, Lingle and 
Chase were products of the Cincin- 
nati soap dynasty's "new wave'' of 
the early 1930s. They were among a 
group of college graduates that were 
field trained and placed in brand 
groups. All four saw simultaneous 



These top executives of 




Board chairman Neil H. McElroy was named to 
this post after concluding a two-year term as U.S. 
Secretary of Defense from 1957 to 1959. Prior to this 
he had been president of the corporation from 1948 
to 1957. McElroy joined P&G in the mail room in 
1925 after graduation from Harvard College. That same 
year the joined the advertising department. In 1943 
he became director and vice president in charge of 
advertising; in 1946, vice president and general man- 
ager. He is also a director of G.E. and Chrysler Corp. 



's "best managed corporation" 




President Howard J. Morgens received his pres- 
ent title in 1957. He had served as executive vice 
president in charge of P&G's U.S. operations from 
1954-57 and has been a board member since 1950. He 
is another Harvard Graduate School alum. Following 
a year as a P&G salesman, Morgens joined the adver- 
tising department in 1934. He became manager of the 
advertising department and a member of the com- 
pany's administrative commrittee in 1946. He was 
elected vice president in charge of advertising in 1948. 
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CAN MAKE THIS STATEMENT 



action in sales promotion, advertising 
and marketing. And all four were top 
management material. 

It is no coincidence that PXG's four 
top executives rose through the ranks 
of the advertising department. P&G 
spends more for advertising than any 
other U.S. corporation except General 
Motors and spends nearly twiee as 
nmeli for network tv, and nearly three 
times as much for spot tv, than its 
runners-lip in those media. In 1959, 
for example. P&G spent $105 million 
in advertising. Of this, $50 million 
was spent in network tv. and $15 mil- 
lion in spot. 

As brand promotion managers, 



McElroj, Morgeus. Lingle & Chase 
worked intimately with agency ac- 
count executives and drew on the re- 
sources of all P&G departments for 
support: on advertising, market re- 
search, manufacturing and sales. 

I'XG's brand man concept, which 
lias been adapted by uearb every 
major I'.S. corporation, evolved from 
the division of Camay and Ivorv Soap 
advertising and the challenge of O.xy- 
dol to Chipso in the laundry field in 
the early thirties. McElroy was P&G's 
first brand manager, heading up 
Camav. lie developed the eoneept 
himself. 

As lie saw it, a brand man should 



Ma) in close touch with ad\ei Using, 
field plaits, and maiiageme.it. Later 
other brand men were appointed to 
other brands. MrKlr.iy becoming 
brand group supervisor. 

To sum up P&G's philosophy that 
advertising-trained exceuti\es with 
management potential are meat to 
head up a giant consumer goods cor- 
poration, one eould point to a state- 
ment made !>> Neil McElroy in 1910 
when on his road to the presidency 
and chairmanship of P&G, he was 
named manager of the advertising and 
promotion department: "We are as 
much in the advertising business as 
in the manufacturing business. - ' ^ 



were all working in P&G's ad department in the early 'thirties 




Executive vice president W. Rowell Chase was 
lelected to this position in Oct. 1960, and has been a 
Iboard member since 1957. Like McElroy, Chase is a 
■graduate of Harvard College, and has an M.B.A. from 
Ihlarvard Business School 1928. He joined P&G in 1931 
land became a brand promotion division manager in 
Ithe advertising department. In 1951 he was appointed 
J advertising manager. He became a member of the 
^administrative committee in 1954 and the following 

lyear he was elected vice president for advertising. 




Executive vice president Walter L. Lingle Jr., 
is in charge of Procter & Gamble's overseas operations 
and cellulose and oil mills since 1954. He assumed 
additional responsibilities for P&G's toilet goods and 
paper products divisions in 1957. He joined P&G in 
1931 and became brand manager in the advertising 
department in 1935. In 1945 he was made manager of 
foreign business for P&G and became a member of 
the administrative committee in 1947. In the follow- 
ing year Lingle was elected a P&G vice president. 
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»&H MIXES HARD/SOFT SELL 



^ Trading stamp (inn, known for aggressive radio/lv, 
adds public affairs tv show to sharpen service image 

^ Dual campaign in Boston market points up complex- 
ity of sales problems faced by Sperry & Hutchinson Co. 



Do-ton is seeing two very differ- 
ent sides of The Sperry & Hutchin- 
son Co.V air media personality. 

The oldest (]!!%), and by 'far the 
largest trading stain]) firm cracked 
the First National food chain early 
this year, so Boston ami the rest of 
\e\\ England are on the receiving 
end of the air media spot barrage 
with which S&ll launches its new ac- 
counts. At the same time, S&1I is 
sponsoring what it calls its "p.r. 
show," a inonthh film series on 
WBZ-TV. Boston, devoted to present- 
in.' and sirsacstiiii> -olutions to rom- 
muiiily problems with commercials 
in keeping with the program's pub- 

"ll's a co-incidence that both 
phases are running in Boston at the 



same time." explains Herb Vitriol, 
v.p. at S&ll's agencv Sullivan, Slauf- 
fer, Colwell & Bayles. ' S&II always 
is on the lookout for community af- 
fairs shows, and it just happened 
that this program, the best we've 
come across in a long time, was 
available while we're in Boston with 
a spot campaign in support of a new 
client." Vitriol feels this accidental 
juxtaposition furnishes an oppor- 
tunity for those who associate S&H 
broadcast advertising only with its 
frankly aggressive sale campaigns 
to learn of this other personality. 

Complex Community, as the series 
is tilled, kicked off 31 January with 
an hour-long show sun eying the 
various problems to be examined in 
the ensuing half-hour installments. 



In the opening commercial an- 
nouncer Jack Chase spelled out S&H's 
reasons for presenting the show. 
'I hey include concern for the Boston 
community, "the same a? that of any 
other citizen." confidence that if pre- 
sented the facts the public will act 
constructs ely , and hope that the up- 
coming shows will present the prob- 
lems thoroughly . 

The format for the other two com- 
mercials in the opening program, 
and one expected to be repeated, 
consists of an interview with a wom- 
an acthe in the community. In re- 
sponse to the interviewer-announcer's 
queries, she describes the nature of 

At the close of the inteniew, the 
announcer, solo, stales that the wom- 
an's accomplishments are typical of 
many other women who also help 
their families in various smaller 
ways, such as through the thrift 
achieved by saving S&ll Green 
Stamps. The final remarks in one 
of the commercials tied together 
public service and sa\ ing S&H 
stamps this way : 




Jo 



sponsor • 13 maim ii 1961 



'SPONSOR' RADIO/TV 
ESTIMATES ON TARGET 



EXPERT ESTIMATES WERE CLOSE 





McCann-Erickson 
(millions) 


Doherty 
(millions) 


% Doherty error 






$11,395 


1.6% low 


Tntttl tr 


1,595 


1,640 


2.6% high 


l„,„l tu-ttrurk 
plus spot tr 


1,315 


1,357 


3.0% high 


Tr loci 


280 


283 


1.0% high 


Tolal radio 


672 


675 


0.4% high 



AD EXPENDITURES estimates for 1960 show data from consultant 
Richard P. Doherty's past article in SPONSOR, McCann-Erickson's 



"Whether thev arc performing ini- 
porlant sen ice or saving Green 
Stamps these women are working to- 
ward a i-asie goal to make a hap- 
pier life for their fainiK." 

This a far ory from the air 
media campaign that helped put over 
the inauguration of SS.11 stamps at 
the National Food Stores in Chicago 
hack in 1957. or from the effort cur- 
rentlv underway on behalf of the 
First National Stores in \"ew Fug- 
land. They are strictly business. 

The New England 'tv spots show 
the S&ll signs going up at First \a- 
tional Stores, women shopping there 
and receiving the stamps as they 
check out. 

There are outdoor shots of various 
other establishments, such as depart- 
ment stores and gas stations, where 
the stamps are available. The com- 
mercials show sumptuous redemp- 
tion stores stocked with the merchan- 
dise to he obtained in exchange for 
filled stamp books. And there are 
scenes of a happv home where the 
extras made possible by the stamp 
plan are hitting the spot. The copy, 
in both tv and radio commercials, 
plays up the thrift angle. 

As S&H p.r.-advertising director 
Emil Corona describes the stamp 
field, there are some -100 companies 
involved, with about 50"~? of the 
business going to S&H, the only na- 
tional entry. Research conducted on 
behalf of S&H has found that half 
the families in the U.S. save its 

The privately • owned compam's 
volume for 1960 has been estimated 
by Fortune Magazine at $265 mil- 
lion, or 3t°. r f of the trading stamp 
industry's 1960 volume which it 
placed at $700 million in August, 
1960. when the article. "Will Trad- 
ing Stamps Slick." appeared. 

S&Il's clients pay for the complete 
service — stamps, stamp book*, an- 
nual catalogue of premiums, promo- 
tion, and consultation - at rales 
ranging from somewhat less than 2 f 1 
of the gross for larger operation* to 
3% for those with smaller volume. 
According to Fortune. SS.I1 probably 
cleared over $1.5 million in 1959, 
with total earnings after taxes work- 
ing out to some 6T of stamp sales, 
compared to about 3% for an effi- 
cient department store. ^ 



EL Miniating advertising expenditures 
accurately i- no easy task under the 
best of circumstances. 

Estimating them for a lime span 
winch is not completed is certainly 

Despite the latter handicap the esti- 
mates made in sponsor back in the 
2 January 1961 issue covering radio 
tv advertising as well as total adver- 
tising expenditures for 1960 came 
remarkably close to the preliminary 
McCann-Erickson figures for the > ear, 
which ha\c recently been published in 
Printer's Ink (See "Business Outlook 
for 1961." sponsor. 2 January 1961, 
page 27.) 

The sponsor estimates were made 
by Richard P. Doherty. president of 
the Tv-Kadio Management Corp. 
Dohertj is a business con.-ultant spe- 
cializing in station economics. He's 
a former a ice president of the Na- 
tional As.-n. of Broadcasters. 

Doherty came closest to the Mc- 
Cann Frickson figures in his estimate 
for total radio advertising expendi- 
tures last year. His figure of $675 
million was a hair's breadth away 
from $672 million figure published 
by the ad agency. The actual differ- 



enee came to O.l^c. (see chart). 

lie was also about $3 million a*ay 
from McCann's figure on local tv 
spending. The hitter's eMimate was 
;2!!0 million; Dohertv's was $283 
million. The spread: VI. 

In the national television area, 
Doheity and McCann were farther 
apart. The spread in the estimates for 
network and spot tv together came to 
3';. McCann puts the 1960 spending 
Unci at $1,315 million: Dohertv tabs 
il at $1,357 million. 

Doherty thinks thai the large-t s in- 
gle mistake he made wa<- in a--uining 
that network iv revenue would aclu- 
alK end up a little higher than it did. 

"However." Doherty .-aid, "I am 
not exactly dissatisfied with only a 
3'' error for combined network and 
national spot t\. 1 think 1 made out 
fairly well with preliminary e-limales 
for the full vear 1960. considering 
that there was relatively incomplete 
data for the last portion of the vear." 

The consultant'* figure- for total 
advertising were l.U r '< lower than 
■li-Cann's. Tin- was due principally, 
.aid Doherty. through as-uming that 
magazine advertising would go up 
6-7T, whereas it went up 3.3*^. ^ 
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Enter JFK (ecu) 




Extreme close-up. And no ordinary close- 
up. A face -to -forelock view of the new 
35th President — and much more. An his- 
torical perspective on his every word, 
every move. A human look at all that 
went into making them. 

Whether at JFK's live press conference 
or in his living room, this is the kind 
of Kennedy that TIME -LIFE Broadcast 
brings its audience. No less than a wholly 
unique kind of broadcast news coverage. 
In Washington, Time Inc.'s specialized correspondents report the 
news in a depth no conventional coverage can match. Out of close 
personal contacts and off-the-cuff meetings come not just what hap- 
pens on stage but what goes on in the wings, what went before and 
what might happen next. Then TIME-LIFE Broadcast processes and 
edits these correspondents' stories especially for broadcast— and ex- 
clusively for Time Inc.'s own stations. 

Extreme close-up, certainly. Or saying it another way, a very close 
bond between broadcaster and his audience. 

For a close-up of the new Washington, ask for your copy of TIME'S 
"First Report from the 87th Congress." Just make your request in 
writing to TIME-LIFE Broadcast, New York 20, New York. 



I FJE KLZ-TV-AM Denver 



WFBM-TV-AM-FM Indianapolis 



BROADCAST WOOD-TV-AM Grand Rapids • WTCN-TV-AM Minneapolis 



FILM 

does the 
"impossible 



"i 



Think of it! A frant-raw seat in a 
baking aven ! Right before your 
eyes, mounds of dough puff up 
. . . and up . . . into tender, golden 
shells— lovely, luscious, ready-ta- 
eat— all in brief seconds! 

Magic? Yes, the magic af time- 
lapse phatagraphy — magic that 

magic that's passible only with 
film! 

But that's only part of the 
story! Only part af the reason 
why sa many advertisers are turn- 
ing (ar returning) ta film. Far film 
and film a/ane, gives yau the 
optical effects yau must have . . . 
gives yau commercials — crisp, 
vivid, exciting— the way yau want 
them— and when! 

What's mare, it's film alane 
that assures yau the convenience, 
coverage and penetration that 
today's fatal marketing requires. 

Far mare information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 

East Coast Division 
342 Modison Avenue 
New York 17, N.Y. 

Midwest Division 
1 30 Eost Randolph Drive 
Chicago 1, III. 
West Coast Division 
6706 Sonto Monica Blvd. 
Hollywood 38, Colif. 

or W. J. German, Inc. 

Agents for the sole ond distribution of 
Eastman Professional Motion Picture 
Films, Fart Lee, N J , Chicago, III., 
Hollywood, Colif. 

ADVERTISER: 

General Foods Corp. 

AGENCY: 

Young & Rubicam Inc. 
PRODUCER: 

MPO Videotronics 



SPOT BUYS 



TV BUYS 

Norwich Pharmacol Co., .Norwich. N. \ .: IVpto-Bisnio] schedule* 
begin again 20 March in about 100 markets Buy of <Iav and night 
minutes and 20V will run for four week-. Bin or-: Joe McCarthy and 
Hill Walloon. 

D. L. Clark Co., Div. of Beatrice Foods Co., Pittsburgh: Vhout 

12 markets get schedules for Clark'- candies Malting 20 March. Kid 
show participation!" lo reach the six to 11 \oar old group are -et for 

13 weeks. Agency: Maxon. Inc., Detroit. 

Dell Publishing Co., Inc., New York: Going into ahout .li mar- 
kets 27 March with a contest promotion for its comic hook*. Sched- 
ules are for eight weeks using minutes in kid shows and some I.D.'s, 
around five spots per week per market. Miner : Bernio B.a-mu--en. 
Ageiiej : Fuller & Smilh & Ross. New York. 

Lever Bros. Co., Xew York 
26 March in ahout 33 market 
,rheduled for 13 week-. Bu\f 
York. 



Campaign for Lifebuoy *oap -tart* 
Earl; and late nighl minute- will he 
: Steve Suren. \gencx : SSCMl New 



Standard Brands, Inc., .New York: Two-week schedules for regular 
Tender Leaf tea begin 27 March. Prime time 1.1).'- totaling eight- 
nine spols per week per market are being bought in 1 I markets. I5u\ - 
ers: Peg .MeAulay and Joan Ashley. Agency: J. Walter Thompson 
Co.. iN'ew York. 



RADIO BUYS 

Wm. Wrigley Jr. Co., Chicago: Xew schedules for ils (hewing 
gums begin 14 April in ahout 30 markets. Lineup i- for da\ minutes 
during heavy shopping hours. Agency. Myrhoff & Co.. Chicago. 



oil: Its Guardian Mail 
e starts 3 April in about 65 markets. 
I 20's are for eight weeks, with the top 
■ncy: I). I'. Brother & Co.. Detroit. 



General Motors Corp., Deti 
paign promoting dealer serxic 
Schedules of traffic minutes an 
markets two-station bins. Ag( 

AC Spark Plug Div., General Motors Corp., Flint. Mich.: Cam- 
paign for its .-park plug* starts early April for six weeks. Traffic 
minutes and 20"? schedules, mostly two -tation? per market, are 
placed in about 20 market-. Buyr; Dick Hoffman. Agency. D. P. 
Brother & Co.. Detroit. 

General Foods Corp., Perkins Div., Chicago: Planning its sum- 
mer campaign for Kool-Aid. Thirteen-week runs of day and traffic 
minutes will begin in June. Agency: Foote, Cone & Belding. Chicago. 



As population centers move outward. SPONSOR ASKS: 



How can stations serve the 



George T. Stagg, commercial manager, 
WE Mi, liuffalo 
We have tackled this problem in 
quite an unique and comprehensive 
fashion. In this area, as new suburbs 
are developed, one of the first public 
buildings to go lip is the local church 
and the community generally builds 



We pre, by- 
suburb, com- 
pkte He ws, 
weather, traffic 
and sports 
reports 



around it. The church is used not 
onl) for the area's religious activities 
but also for most of its social gather- 
ings as well. For this reason, WEBR 
originated a church calendar which 
is used as a bulletin board for all 
of the local and suburban churches. 
Every Sunday from !! a.m. till noon 
announcements are made of all the 
activities being held at suburban 
churches. For the past 12 years all 
church announcements and programs 
have been carried on WEBR without 
sponsorship as a puhlic service. 

Another suburban sen ice of 
WEBR is that we make a complete 
news check si\ times daily with every 
police station, hospital, and fire sta- 
tioil in the New York towns of Laek- 
awanna. Hamburg. Orchard Park, 
East Aurora, Williamsville, Snyder, 
Eggcrtsville, Chcektowaga, Niagara 
Falls and Lock port, phis Fort Erie, 
Canada. Also once a week we pre- 
sent a report from the Eric County 
Medical Society, which is made by 
physicians from the various suburbs 
who report on any bad cases of com- 
municable diseases or just to give a 
home) admonition that we should all 
wash our hands and brush our teeth. 

WE 151! maintains direct broadcasts 
from I he. \cnie-Amei ican Stores. 
: nil week a mobile trailer goes to 
different suburban store where 
toppers and employees are inter- 
n.-ued. These interviews, spotted be- 



tween 2 p.m. and 6 p.m., Monday 
through Friday, give suburbanites a 
chance to discuss the various com- 
munity affairs, charities, projects and 
ail) thing else they think would bene- 
fit their suburb. We also maintain 
a social sounding board which pre- 
sents club announcements at various 
times during the day. 

WEBR also serves its suburban 
audiences v\ ith seasonal news. During 
the wintertime, W'EBR maintains di- 
rect dail) communication with all five 
suburban ski areas and presents re- 
ports on the ski conditions in each. 
In the summer, we keep in daily con- 
tact with the various yacht basins in 
the area, since most of the boat own- 
ers live in the suburbs. Through an 
arrangement with the Buffalo Motor 
Boat Club, we have a vacht at our dis- 
posal at all times so that any time a 
story breaks or an unusual cargo 
comes in the world port of Buffalo 
we can give it immediate coverage. 
Several times during the day. weather 
reports of interest to boat owners are 
broadcast. These include long range 
weather forecasts, tide and weather 
conditions, wind velocity, etc. 

For tin; suburban commuter, 
W'EBR maintains a complete cover- 
age of traffic conditions by using a 
helicopter to monitor all roads lead- 
ing into the city during the da; and 
all roads leading out of the city in 
the evening. Acceptance of this serv- 
ice is shown by the fact that, since 
its inception, this program has never 
been without a sponsor. Besides the 
trafficopter, our ground mobile unit 
is on constant alert and read)' to 
move out at a moment's notice to 
cover any unusual event. 

During the warm weather W'EBR 
makes a point of covering all amateur 
golf tournaments, especially those 
held at clubs in the out}) ing areas, 
since most of the people taking part 
in these tournaments are suburban- 
ite*. During our 6:30 to 7 p.m. music 
show, reports from all the parks of 
our eight county area tell about com- 
ing special events and picnics. We 



also interview the different park su- 
perintendents so that the)' ean tell 
what their parks have to offer to the 
suburban public. 

<$> 

Robert L. Maynard, general mgr., 
W UTW'-l V, Poland Spring-Portland, Maine 
While service to suburbs may be 
a problem to metropolitan stations, 
it is not to WMTW-TV. We are an 

With a transmitter site atop 6,400 
Mt. Washington. New Hampshire, 
the stations' umbrella of coverage 
extends over 32 counties in Maine. 
New Hampshire. Vermont and east- 
ern New York State. 

This factor of broad area coverage 
was graphically pointed up in the 
recent political campaigns. Mt. Wash- 
ington-TV provided time and cov- 
erage for no less than three guberna- 
torial, two senatorial and six con- 
gressional races that were underway 
in Maine. New Hampshire and Yer- 

WMTW-TY as an area station 
uniquely must service the scope of 
interest of city, suburb, town and 
country extending over four state 

1) Our service reports on weather, 
detail both the total picture for 
Northern New England yet provides 
specifics ranging from the sea coast 
to mountain areas. 

2) A planned documentary on the 1 
port of Portland points up its par- 
ticular relationship to the e 
of the total area. 



AV/cs presented 
showing total 
area picture in 
relation to 
suburbs 



3) Activities in educational tv ; 
done in concert with the departments 
of education of Maine, New Hamp- 
shire and Vermont. Our current telc- 
eourse in sociology in co-operation 
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suburbs? 



litli Colby College in Watenille. 
Maine, lias teachers in three separate 
states stnd)ing through WMTW-TV 
for degree credit. 

i Twice weekly WMTW-TV fur- 
nished its facilities for in-school pro- 
us for educational TV. Simul- 
taneous!), youngsters in hundreds of 
srooiiis. hundreds of miles apart. 
1 together for musical instruction 
the giant Mt. Washington-TV 

5) For advertising goods and 
■rv ices, groups of retailers with a 
common identity such as liexull 
rug Stores find that WMTW-TV 
in uniquely meet the advertising 
■eds of the big eitv shopping center 
r small town outlet. 
Suburbs . . . .Metropolitan Mav- 
is. The two terms link together. 
There are however, differences and 
■eptions in t\ co\cragc. That i* 
WMTW-TV. Suburb growth poses 
problems. We are an area station. 

Robert Hyland, <: P . of CHS Radio and 

general manager of KMOX, St. Louis 
Radio lias a unique opportunity 
for new service and new audience 
building with the movement of pop- 
ulation to the suburbs. This expan- 
sion of our cities geographically has 
created new needs that only radio 
can fill: the need for a medium that 
follows the population where it has 
\ed without distribution problems 
and the need for a medium with the 
mobility to serve families that spend . 

neat portion of their time in auto- 
mobile*. 



A talk \oi 



scrapped day- 



policy 



I Newspapers cannot meet either of 
(these needs of today's cities. Radio, 
Iproperly programmed, with added 
[Please turn to page 63) 



GOPMCES 




WXYZ IS ON THE MOVE . . . 

Now WXYZ-TV with its fabulous Broadcast House and 111 t 



growth. Come along with WIXIE 



WXYZTV"^ 



DETROIT 



3 OPERATED BY AMERICAN BROADCASTING — PARAMOUNT THEATRES 
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When I H7/s sick and la) a-bcd, 
I had l\Vi> pillows at m\ haul. 
And all mx tow beside me lay 
To keep me happy all the day. 

Ami sometimes for an hour or so 
I watched my leaden soldiers #<>. 
W ith dilferent uniforms and drills 
Among the hedelothes, through the hills. 



And sometime 
All up ami do 
Or brought nv 
And planted c 



sent in\ ships ii 
i amid the sheei 
ri'cs and houses 
>e\ all about. 



fh i ts 



I was the giant great and still 
That sits upon the pillow-hill, 
And sees before him. dale and plain, 
The pleasant land of counterpane. 

- Robert Louis Slcvcnson 




Maybe it's leaden soldiers ... or ships in fleets ... or little 
toy cities . . . sent by the WLW Stations to children in hos- 
pitals that help keep them "happy all the day." 
We hope so. Over the past nineteen years, the Crosley 
Broadcasting Corporation Ruth Lyons Annual Fund has 
collected almost two million dollars for children in thirty- 
four hospitals, with last year's record contribution of over 
$315,000.00. 

This is more than the policy . . . this is the spirit of the 
WLW Stations — to serve their communities in every way, 
especially to remember those who are forgotten . . . like 
the little "giant m eal and still thai sits upon the pillow-hill.'' 
Naturally, we are proud of our reputation in the com- 
munications industry. Bui we are mosi proud when our 
ratings and statistics, when our business and technology 
are pleasantly lost for priceless moments in such lands of 
counterpane. 

Yes, this is our pride — but also our privilege. 




Crosley Broadcasting Corporation, 
a division of Avco 




BOATS 

SPONSOR: Thomas Dorst AGENCY: Direct 

Capsule case history: While radio is used successfully to 
sell a number of high-priced items, few advertisers have 
used the medium to promote luxury merchandise. Maga- 
zines and speeial seetions of newspapers have been used 
primarily. Thomas Dorst decided radio was worth a test to 
sell his 12 Bermuda custom-built ketches, handcrafted from 
life-time teak, when the Sport and Boat Show opened at the 
Cow Palaee in San Franeisco, and bought 30 one-minute 
live spots on KFRC inviting inspection of the model on 
display. The ketches sold for §11,500 a piece. Result: 
Many hundreds of people eame to the Cow Palace asking 
where the model was located on the floor, and it beeame 
one of the most popular attractions at the show. Before the 
show ended, Thomas Dorst had sold eight of the 12 ketches 
available. Using a small advertising budget on KFRC, the 
advertiser was able to realize $92,000 in total sales. Again 
radio proved its ability to merchandise any type of product. 
KFKC, San Francisco Announcements 



Capsule case histories of successful 
local and regional radio campaigns 1 

ULTS 



AUTO REPAIR 

SPONSOR : Automotive Engineering Company AGENCY: Direct 
Capsule case history: "You eertainly were right. Radio 
really does deliver results." This was the reaction of 
Charles Cusick, general manager of Automotive Engineer- 
ing Co. in Pittsburgh, to a spot eampaign his company ran 
on KQV, Pittsburgh. For years, Automotive Engineering, 
one of the largest automobile repair outfits in the city — a 
company which specializes in transmission and motor work 
— had eonfined its advertising dollars to print. Following 
the inauguration of its radio campaign, business picked up 
to the extent that three additional mechanics had to be 
hired to handle all the work. Because eaeh series of spots 
eoneeutratcd on a particular type of work, it was immedi- 
ately evident what kind of pull the radio ads were having. 
Manager Cusick reported that many of his new-found cus- 
tomers refer to eertain features of the work that they had 
heard about on KQV. The firm's advertising, in Cusick's 
own words, "will go to KQV for a long time to come." 
KQV, Pittsburgh Announcements 



BAKERY PRODUCTS 

SPONSOR: Anadama Bread Inc. AGENCY: John C. Dowd, Inc. 
Capsule case history: Anadama Bread lne., an old qual- 
ity bread bakery in Rorkport, Mass., a suburb of Boston, 
has foil ml that advertising by radio is "well-suited to our 
promotional program." During its more than 100 years of 
. Anadama has put its advertising dollars in many 
media. About six months ago, the bakery decided to try 
radio on a program of multiple daily spots over WMEX, 
Boston. Almost immediately, sales began to climb. W. P. 
C. Smith, Anadama's president, said that since the spots 
hu\e been running, the sale of Anadama bread has been 
greater ilian in any corresponding period in the company's 
history. "It appears that the advertisements, run over 
WMEX have been a definite contributing factor to this in- 
crease," he said. Besides, Anadama reports that the good 
taste of the commercials have evoked a great deal of re- 
s unse in the community. Current plans of the company are 
t< continue their schedule until they can't handle demand. 
W.MIA, liosion Announcements 



VITAMINS 

SPONSOR: Vital Health Food- Co. AGENCY: Direct 

Capsule case history: Vital Healthy Foods Co. had not 
used radio in several years and there was considerable 
doubt that vitamins could he sold by mail in view of the 
great variety of similar products being promoted. But the 
short schedule on KMMJ, Grand Rapids, produced results 
immediately for the advertiser of Vitalife. On a Monday- 
through-Salurday basis, six spots per week were run on the 
station in the women's segment of the morning variety show 
On the liest. Good copy, prepared by KMMJ's copy de- 
partment, and the top KMMJ announcers racked np for the 
advertiser outstanding results in the market against severe 
competition. Selling for one dollar, 2,5C0 listeners re- 
sponded to the vitamin commercials before the schedule 
was completed. The vitamin company reported that orders 
came in not only from Nebraska, but from South Dakota, 
Iowa, and Colorado. In addition, orders for Vitalife were 
received by the advertiser for main weeks after the sehedule. 
KMMJ, Grand Rapids, NYh. Announcements 
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rmca 570kc 

has New York 
in the bag. Proven sales 
results have kept 1 
out of every 5 wmca 
advertisers on the air 
five years or more. 



i 


wmca 

THE VOICE OF NEW YORK 


wBny 

THE VOICE OF BUFFALO 


rpi 

THE VOICE OF NEWS 


the Straus broadcasting group 
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At WSAZ-TV 

the weather is 

now as 
predictable as 
the dominance! 




•\}r The slranpc-looking object in the pic- 
ture is a radar weather scanner. It's part 
of the most accurate weather forecasting 
apparatus in existence today, and is now 
in operation at WSAZ-TV. Add this in- 
novation to its already long list of ex- 
clusive viewer services, and yon know 
why WSAZ-TV will continue to he the 
< h lininply dominant station in this 
great 72-eounly market. 

ir Yes, you can count on \\ SAZ-TV's 

lh< two million people w tio i am S 1,000,. 
000,000 a year in this c 



(In, 



■ > 01 



tint 



WSAZ-TV reaches more TV 1 
the UniiliiiRlon Charleslon dynamic cir- 
flc than the other two stations in the 
market combined ... a coverage un- 
matched hy any other Mil affiliate iu the 



ir Look to WSAZ-TV to continue to he 

jut as WSAZ-TV viewers continue to 
look to this station as the one oulsland- 



V\ SAZ TV can now predict the 

kel equipped with radar anil employing 
a full. lime mcteornlogi-t). You can still 
predict the smartest buy in television! 

WSAZ-TV -3 

MvmOnglon.l.harlr.lon, W. Vn. NBC 
Hrpracnlcd by The Kalz Agency 



COLOR TV 

[Continued from page 39) 
was expressed by Dan Se\motir. v. p. 
and director of radio and tv: "An 
agency can either wait until tele\ision 
ideas are brought in, or il can. in 
concert with its clients, determine 
what it would like to see in lv and 
then make it happen. We decided, 
\ears ago, to make things happen in 
color and we've been at it ever since." 

In I960. JWT clients accounted 
for four of the nine regularly sched- 
uled evening color programs on \1>C. 
In the 1959-60 t\ season, the agency 
created and produced more than 600 
minutes of color commercials. 

Among the JWT clients. Ford has 
used color since 1955. Kraft since 
1953. The agency believes that color 
for Ford programs and its commer- 
cials is essential to the client's ob- 
jectives, which are, according to 
JWT: "To reach with the greatest 
possible impact every segment of the 
car Inning public. e\ en those who 
seldom or never watch television." 

Kraft's firm belief in the impor- 
tance of color for food advertising 
fall Kraft commercials have been in 
color since August, 1956) led the 
company to tr\ color commercials on 
two black and white shows. ••The 
effect on home color sets of full-scale 
food commercials suddenly appearing 
in color." said Buchanan, "was start- 
ling and highly effective." 

The William Fsty Co. has also ex- 
perimented with spotting color com- 
mercials on black and white shows - 
e.g., Salem messages appeared in 
color on Wagon. Train. Before put- 
ting them on the air. Fsty conducted 
several experiments because, as Clar- 
ance Thoman of the agency's tv de- 
partment reported to M!C, "we had 
been led to believe that if a color 
commercial was transmitted on a 
color chain the reception on a black 
and while set would be inferior to 
the quality of that of the same com- 
mercial broadcast in black and white, 
using black and white film." 

Fsly's experiment: They ran a black 
and white program film with a black 
and white commercial integrated. At 
the same time that the commercial ap- 
peared, thev ran a color print of the 
same commercial. The color signal 
was received on a color set (which 
bad been receiving the black and 
while program'). The same color 

and white receiver. 



"Hie comparison between the two 
black and white reechcrs was remark- 
able." said Thoman. '"The black and 
white television reproduction of the 
color signal was every hit as good as. 
if not better than, the original black 
and while. The feeds to the two moni- 
tors were reversed and the same con- 
dition prevailed. 

'This condition, of course, may not 
exist in the home where the signals 
are not controlled b\ engineers." he 
added. ' However, il does point up the 
fact that color commercials could be 
used in black and white shows with- j 
out losing black and while impact. In 
fact, several of our people have 
checked the Kraft shows, also the 
Fred Astaire special, and they were I 
entirely satisfied." 

Esty's commercials are in color this 
season for the new Sing Along with 
Milch show ( regionally for Ballan- 
tine Beer), and another client— R. J. I 
Reynolds — will participate in next 
season's Saturday night two-hour film 
features with RCA set for another 
chunk. \bout half the films, it is un- 
derstood, will be telecast in color. 

A studv of interest to advertisers 
was conducted in January by XBC 
(through R. H. Bruskin Associates'! 
to shed further light on the use and 
values of color tv and advertising in 
color. Research had already indi- 
cated that when a commercial and a 
program are in color, the advertising 
is e\ en more effective. 

However, as mentioned previously, 
in the process of going to "full color," 
some advertisers are experimenting 
with color commercials on black and 
while programs. The question: Does 
the sponsor dcri\c additional benefits 
from this technique of advertising? 

The findings suggest that advertis- 
ing in color on black and white pro- J 
grams docs add impact, although not 
as much as for "full color." The data 
also shows that nearly all homes with 
color lv usually have their set in a 
position to automatically receive color. 

The commercials— for Salem on 
Wagon Train— were, placed in color 
by William Kst\. Some of the results: 

1) .More Wagon Train viewers in 
color sel-owning homes than in black 
and white owning homes report they 
saw the Salem commercial: 60 r 'r vs. 
52 r r. Of those in color homes who 
saw the commercial. i)\ '1 report they 
saw it in color. 

2) Compared to other cigarette 
commercials, 70 r < of those who saw 



6U 
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NEW IDEA 

visit the 

IRE SHOW 

March 20-23, 1961 New York 

Coliseum and Waldorf-Astoria Hotel 

Members $1.00, Non-mcmbcrs $3.00 Age limit-over 18 



the commercials in color think that 
the Salem eommereials are "better 
than average:" 64^ of the Salem 
commercial viewers in black and 
white set homes rated them in this 
category. Almost all (96%) of the 
people who saw the commercials in 
color think that these eommereials 
are more impressive than they would 
have been in black and white. 

3) Eighty-nine pcreent of all Wag- 
on Train viewers in eolor tv set-own- 
ing homes said they would like to see 
color commercials on other black and 
white programs. Those who saw the 
Salem commercials in eolor ar" even 
more favorable: 95% would like to 
sec more black and white programs 
carrying advertisements in eolor. 

4) Of those who saw the Salem 
commercial in color. 95% report in- 
creased interest in color advertised 

5) Most color owners keep their 
sets tuned so that they can receive 
color (advertising or program) at 
any time. Of the eolor owning homes 
that tuned to Wagon Train, 84% re- 
ported they did not have to adjust 
their color knob to pick up color. ^ 



COLOR TV SPONSORS 

{Continued from page 41) 
Fairmont's original color advertising 
was a succo-s despite I cing tried first 
on more or less a test basis and un- 
der difficult conditions. Reasoned 
station manager Owen D. Saddler. 
"This is indicative of the faet that 
our local color production has defi- 
nitely come of age." 

The experience of the AI l'aul 
Lefton Co.. Philadelphia, uith re- 
gional color advertising, points out 
more color plusses. A client, Ray- 
mond Rosen & Co.. a large RCA dis- 
tributing organization, had been 
sponsoring a news program over 
WF1L-TV. Philadelphia, an ARC 
affiliate. About six months ago. 
Lefton began telecasting live eom- 
mereials in color for the Delaware 
Valley distributor. 

"This immediately won a strong 
reaction from dealers and consum- 
ers." the agenev's \.p. and copy di- 
rector. Irwin \V. Solomon, told RCA. 
"At last there was a way for a loeal 
advertiser to tell the most important 
merchandising ston that appliances 
had at their command." 

That ston was of their most effec- 
tive selling feature in the past few 
\ ears— pastel color. "Color televi- 
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*ion provided a mean* of showing 
customers the exact tones of the new 
refrigerators, washers, ranges and 
other articles formerly categorized 
as 'white goods.' " 

Solomon added that ''while you 
might think that K.O.P. newspaper 
color should have provided the an- 
swer, it had certain limitations not 
imposed hy color television. Because 
of the advance closing (late for news- 
paper color, there was less flexibilitv 
as far as merchandise is concerned. 
The art work and the plates." he 
noted, "are high in cost when used 
in only a single market. 

"Hut through the use of color tele- 
vision, we could prepare a color com- 
mercial on just two da\s notice, fit- 
ting it ncath into the plans of the 
distrihutors and their working ar- 
rangements for cooperative advertis- 
ing at the dealer level." 

Solomon reported that Lefton is at 
work now on experimenting with 
color for two of its major food ad- 
vertisers. "Our enthusiasm is very 
high. We can't wait to harness tin- 
greater power that is inherent in 
color television."' 

Enthusiasm is just as high among 
stations replying to sponsor's survey. 
For. although national spot color is 
a long way' off heeause of the high 
price of so main copies in color, the 
local stations' live, film and tape 
equipment enables them to serve cli- 
ents almost immediately . 

A surprising number of independ- 
ent stations are now programing syn- 
dicated shows in color, creating new- 
areas for advertisers both as partici- 
pators and as adjacent spot buyers. 
The stations with color e luipment al- 
so indicated that when they had a 
color feature film, they were inclined 
to telecast it in its original hues — 
thus opening-up a host of participa- 
tions and adjacencies for color. 

Network programing like XHC's 
Jack Paar hour and oncdialf (in col- , 
or four days a week) present> added 
opportunities for local commercial 
adjacencies in color, they said. 

The stations, anxious to interest 
local and regional sponsors in the 
new medium, indicated in the SPON- | 
SOR survey that their staffs arc avail- 
able to the curious advertiser at any 
time. And the affiliates of the non- 
color networks who have geared for 
color hinted that network color in 
larger quantities was not too far 
off for them. ^ | 



SPONSOR ASKS 

[Ctmlimml from page nTii 
news emphasis and features ,,f local 
community interest, alone can serve 
the changing requirements of life in 
the suburbs. 1 believe that radio can- 

less it takes into account the qual- 
itative featuies of today's suburban 
listening audiences. Suburban fam- 
ilies are likely to be bettei educated 
and to demand a higher level of pro- 
gram content. They want facts, in- 
formation and news that throws light 
on their lives and problems and 
those of their families and commu- 
nities. They are responsible i itizons 
and want to be trt 



Those are, after all. vigorous and 
challenging times. Old-fashioned 
radio finds itself out of place in the 
new orientation of youthful subur- 
ban population on the move. The 
listening level and the accompany- 
ing level of critical analysis of what 
is heard has risen along with the 
nation's education level and surging 
interest in good hooks and cultural 
acth itics. 

Vt K\10\. we have instituted a 

schedule, scrapping dav time music, 
and offering instead a format of in- 
telligent, .stimulating talk under Un- 
title /// ) our Service. This seem, to 
answer the need of the progress e 



MORE THAN 




of 



LOCAL 



EACH 
WEEK 



programming 



This is the PLUS factor that makes 
WOC-TV more exciting — more 
interesting — more effective than the. 
competition. Yes. more local 
programming for homeinakers, 
for sports fans, for voungstcrs . . . 

all this in addition to MIC, 
top ABC shows and the best of the 
syndicated shows. 

These are the people that buv 
products in the nation's 17th TV 
market. .More than 2 billion dollars 
in retail sales ring on the 
retailer's cash register. Over 438.000 
TV homes are within the 12 
counties of WOC-TY's coverage area. 

And to help voti get the maximum 
number of these dollars \Y()C-T\ 
specializes in effectively co-ordinating 
and merchandising your buy at 
every level — the liroker. wholesaler, 
direct salesman, key buyer as well a- 
the retail outlet. 

You. rCW Colonel has all the facts, 
figures and other data as well as 
day by day availabi. 

See him today. 
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communities in the St. Louis en- 
virons. Advertising revenue, inci- 
dental, has answered the station's 
needs, by hacking these /// Your 
Senice program features. We feel 
that this is the programing trend 
of the future. 



Leonard A. Schlindler, general 
manager, WOK)', Milwaukee 

Actually, ino>t every radio station 
lias been serving the suburbs since the 
moment it began broadcasting. Ue- 



ropniiiiuig 
shonbhr'l be 
tillered, but a 
more suburban 



member, the suburb* are only the 
place where people who work in the 
city live. When WOKY first went on 
tie air. programing was developed 
to serve not only those living in the 
cit) of Milwaukee, but also those 
living within our total broadcast area. 




However, during the last 15 \ears. the 
character of this area l.a> rapid!) 
changed, as elsewhere. New cities, 
towns and villages have replaced a 
good deal of farmland, especially sur- 
rounding Milwaukee proper. Logical- 
ly, our programing has followed 
suit, with □ proportionate lessening of 

Today, to best serve our broadcast 
area, a much greater emphasis lias 
been put on news co\ erage of subur- 
ban activities and problems. A crest- 
ing of the upper Milwaukee River a 
decade ago meant that some farms 
got prett) well soaked. Last Spring 
that same overflow flooded hundreds 
of basements, disrupted transporta- 
tion, inundated vital roads and caused 
schools to close. As such, our nev\> 
department was in constant phone 
contact with the proper odicials. Mo- 
bile broadcast units were dispatched 
to the scene and the entire area was 
scanned by onr '"Sky watch" patrol 
plane. !>v listening to their radios, 
the people living in this flood area 
had previous warning and were kept 
accurate!) abreast of flood conditions 
as they developed. 

Ibis mav Ik considered a dra- 



matic example of how radio stations 
can serve the suburbs, but it is not 
unusual. Whether it be a flood. Win- 
zard, or a temporal) traffic tie-up on 
a main liighwav. where else but in 

a matter of assistance as well as 
documentation? During the past ' 
vear, WOKV's '"Skv watch" patrol 
plane alone accounted for 2.265 
ov er-the-scene news and traffic re- 
ports and approximately 50 f { of 



the 



adca,t 



suburban areas. 

The priinarv communications tie 
that suburbs have with the central 
city is through radio emanating from 
the city. However, radio mav not al- 
wavs be credited with information 
received and acted upon. Like elec- 
tricity, broadcast new> is pretty I 
much taken for granted . . . until it 
stops. Prove this to vourself In put- 
ting all your home radios in a closet 
for two weeks and make sure no one 
listens even to the car radio. If you 
live in the suburbs, v ou and v our 
family will quickly agree that it is 
not the "■magic" of radio ... it is 
the "necessitv" of radio. ^ 



i 



ivemn 



gfreference 



During prime nighttime, 7:00 P.M. - 1 LOO P.M., when most 
people watch TV Monday through Friday — both national rating 
reports show WFLA-TV to lead substontiolly in quorter-hour viewer 
preference. So, to get more viewers for your money — spot your 
product on WFLA-TV! 

QUARTER-HOUR LEADERSHIP -7 P.M. - 1 1 P.M. 
MONDAY THROUGH FRIDAY 

NSI, Dec, 1960 




Ckamd 8 




The big, busy 28-CounlIes In 
Wesl Coast ond Centrol 
Florida where ARB* soys 
WFLA-TV lakes 62.5% of 



TAMPA - ST. PETERSBURG 
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The walls 
came 

tumbling do 



-iuA 

r2K i>a 



WOULD MACYS 
TELL GIMBELS 

A number of publications were in the field 
(and had been for some time) when SPONSOR 
first opened its doors in 1946. All of them 
covered the broadcast industry, yet, strange- 
ly, not a single one concerned itself exclu- 
sively with the problems of the client— The 
man who pays the bills. We decided this was 
an area worthy of a business periodical. 

Everyone liked the concept of a brightly 
written, practical, interpretative publication 
for the decision makers in the broadcast in- 
dustry. But who would be found willing to 
educate his competitor? Who was going to 
give "The Enemy" honest facts or figures — 
or even worse— ideas? Could Any book knock 
down these granite walls of secrecy? 

The answer to that is an established fact 
today. In its 15th year, SPONSOR is one of 
the big names in American business journal- 
ism. Practically every door is open to its staff. 

How much we have contributed to the crum- 
bling of advertising's walls of Jericho is, of 
course, for you to judge. But the hush hush 
tradition is gone and SPONSOR, who pio- 
neered and fought for the open industry con- 
cept, sincerely believes that the dissemina- 
tion of information has benefited all. 

As we enter 1961 we find an even greater 
need for the kind of information SPONSOR 
provides. The need to move goods and even 
more important, the need for free exchange 
of ideas to stimulate the mind of man every- 
where, was never more vital than it is right 
now. No one knows this better than the 
"SPONSOR" who is doing business in America 
and all over the world. 




every industry has its walls of Jericho 



While the walls of industry secrecy come tumbling down, the rising tide of trade 
periodicals has created a new wall. There's a wall of resistance against 
the host of books that vie for the busy executive's reading time. 
He can't read them all. He picks and chooses. A conscientious editor sees the signs, 
reappraises the niche he fills, bends his thoughts on but how to fill it 
better because here lies not alone leadership but sheer survival. 

SPONSOR long ago recognized these cardinal facts 

(1) Every reader is busy (2) Every reader is selective (3) Every reader 

gravitates to one/or two "keep posted" books (4) Victory in the battle for readership 

goes to the trade publication that best pinpoints its targets, that best 

establishes a community of interest with its specialized readers, 

that best provides maximum benefits for minimum invested time. 

The specialized busy readers whom we serve are first the time-buyer, 

second the agency account executive and broadcast-interested ad manager, and third 

all others at both agency and sponsor levels who are in any 

way concerned with broadcast advertising. 

SPONSOR is not all things to all people. It is no buckshot publication. It is specific 
in its goals. Its pinpointed objective is to bring to its readers information 
of vital interest week after week that may help in the formulation of better decisions 
wherever TV or radio buying are involved. 

The editorial law at SPONSOR is, "Every story, department, and item must be written 

to benefit the man who foots the bills." Sometimes this is done indirectly, 

as when we delve into station public service. But the benefit to the buyer is always there. 

With the claims and counter claims made for every competitive magazine, one 

thought emerges. All books are good — for somebody. SPONSOR (in the 

opinion of every independent reading survey made) happens to be good for broadcast 

buyers. No other book does the same job. That's why practically 

everybody involved in the purchase of time reads SPONSOR. 

If you want to reach these people in 1961, you'll find absolutely 

no readership wall when it comes to SPONSOR. 

Effective 1 March 1961 we expand to four publications, all in 
the broadcast field. In addition to SPONSOR (weekly), they 
are CANADIAN SPONSOR (bi-weekly), U.S. RADIO 
(monthly) and U.S. FM (monthly). You can count on our 
fullest effort in each of these segments of broadcast advertising. 



'SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 
40 EAST 49TH STREET, NEW YORK 17, NEW YORK, MU 8-2772 



SPORTACULARS... 




...for Northeastern Ohio TV Homes: Cleveland Indians games... 
Cleveland Browns games... all top CBS sports shows... two daily 
sportscasts... this is action sports programming that builds active 
buying audiences! And it's typical of the top-notch entertainment 
that WJW-TV schedules, day in, day out. ..to provide opportu- 
nities for advertisers to score big sales victories in Cleveland 
and Northeastern Ohio, the \y~Y~] lMg 
nation's 7th largest market. \_J\J I ^flf L_ U^\^7^P^fc 

^■^CSS CLEVELAND 

A STORER STATION BACKED BY 33 YEARS OF 
RESPONSIBLE BROADCASTING • CALL KATZ 

SPONSOI! • l.H MAKCII 1961 



IF hat's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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Would an educational television network take the industry off the hook with 
respect to the push for higher programing standards? 

Sen. Warren Magnuson (D., Wash.), chairman of the Senate Commerce Committee told 
a hearing on Federal grants for educational tv that this might he the effect. Witnesses for 
Westinghouse Broadcasting, NBC and CBS, testified in favor of the grants, hut didn't com- 
ment on the Magnuson assertion. 

The broadcasting industry witnesses did say they expected tough competition from any 
such non-commercial network, especially if the government keeps hands off, hut said they 
would welcome the competition. 

The Magnuson hill to provide SI million in Federal funds to each state for con- 
struction of educational tv stations would lead to such a national network, according 
to broadcasting industry testimony. Also according to the testimony of some of the educators. 

Magnuson felt that the broadcasters were so much in favor of his bill because educational 
stations would provide "cultural" programs, leaving the commercial stations to concentrate on 
going after audiences. The inference being that the FCC wouldn't care so much about 
sueh as public service if non-commereial stations were taking eare of this need. 

The FCC in its report on political broadcasting came perilously close to saying 
that the 1960 suspension of Sec. 315 for presidential and vice-presidential candi- 
dates should be made permanent. 

The Commission doesn't make recommendations on matters such as this, involving policy 
for Congress to decide. But the report on 1960 was so lyrical that it just managed to stop 
short. 

The FCC noted that the two parties had received much free time, and that networks and 
individual stations had been scrupulously fair. It added that Sec. 315 complaints were much 
fewer with the 1960 freedom than they had been in 1956 under the full weight of the political 
equal time rules. 

Strangely, the major parties saved no money: they bought more radio and tv time 
in 1960 than they had in 1956, though the FCC pointed out that time charges rose in that four 

The report will have its strongest effect when Congress gets down to work on Sec. 315 
again. There are proposals to toss it out entirely, placing reliance on the fairness 
provisions of the communications act. Of more immediate concern is the Magnuson bill 
to make permanent an exemption from Sec. 315 for presidential and vice presidential candidates. 

The Magnuson bill will be the first one to have a formal hearing. At that time, there will 
be heard the counter argument that the exemption should be renewed temporarily during each 
presidential campaign, rather than made permanent, as some sort of safeguard against abuse. 

One thing is certain, during this year and next the entire political hroadcasting situation 
will be hashed over thoroughly. 



the fur is not flying as 

any case. 
, and on a case-by-case basis, 
s until 3 April, and there will 



Newton N. Minow starts out slowly as FCC chair 
some expected, and as it couldn't possibly have flov 

Decisions on programing are likely to come slowly. 
Arguments aren't even due on the proposed new application for 
be months of consideration and argument after that. 

Adoption of new forms will undoubtedly precede any drastic change of regulatory 
direction with respect to programing. After they are adopted, it will be a matter of in- 
terpretation. Border line cases will precipitate commission votes on whether or not to renew 
specific station licenses. 



PONSOR • 13 MARCH 1961 



69 



13 MARCH t96t 

SPONSOR 
PUBLICATIONS INC. 



Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



One of the most important developments in syndication in some months i 
MCA's opening up of full-hour off-network programing for direct station sale. 

Four 60-minute off-network series totalling 108 hours have been sold to 13 stations — th 
first major sale involving any full-hour re-runs. 

Programs are: Riverboat, 44 hours; Suspicion, 21 hours; Cimiiiaron City, 26 
hours, and Overland Trail, 17 hours. 

Its expected release of the full-hour shows will not find them competing for time witl 
half-hours, since most of the stations will probably show them before 7:30 p.m. or after 11:00 
p.m. — hut they may compete for time with feature films. 

An important change signified by the sale has been noted by David V. Sutton, MCA TV 
Film Syndication v.p., who points out that in the past such re-runs usually were retained by 
networks for summer or daytime re-run. These four shows go directly into station syndication 

MCA's release of four 60-minute network re-runs will be A^atched as a trial balloon: 
successful, MCA probably will release other titles later and other distributors may be expectec 
to join in. 

No pattern of network affiliation was evident among the first thirteen stations 
buying the hours: they are well divided among independents and affiliates of each of the] 
networks. 

All four shows were produced by or at Revue Productions, an MCA subsidiary, and all 
were initially seen on NBC TV. 

Purchasing stations are: WNEW-TV, New York; WTTG, Washington (both Metropoli- 
tan) ; KTTV, Los Angeles; CBS affiliates KKTV, Colorado Springs; WGAN-TV, Portland;! 
and WBNS-TV, Columbus; NBC affiliates W1TN-TV, Washington, N. C; WBRE-TV, Wilkes- 
Barre; KVOA-TV, Tucson; and WAGA-TV, Atlanta (Storer) ; and ABC affiliates WEWS-TV,, 
Cleveland; KPTV, Portland; and KVAR-TV, Phoenix. 



Post cereals division of General Foods (B&B) will emulate Kcllogg's success- 
ful pattern of inerchandising-backed cartoous in national spot film programing. 

Post's show is TPI's Dick Tracy, to be scheduled in 130 markets. 

But here the resemblance ends: Kellogg's purchased national spot cartoons and then 
spotted time periods itself — Post has committed itself to weekly Dick Tracy participations on 
the basis of which Television Personalities will have a head start in selling the show to stations. 

An important lure in Post's buy of Dick Tracy is its merchandising: it gets merchan- 
dising rights to the newspaper-aud-tv cartoon character. 

Stations in about ten major markets are understood to have already signed for Dick- 
Tracy; producer UFA has completed 50 of the 130 fivc-minutc episodes. 



WCAU-TV, Philadelphia, will he the first CBS o&o to utilize a limited form of 
stripping in feature films on its Late and Early Show. 

The High and the Mighty, in Seven Arts Associated's Warner Films of the '50s package, 
will he seen 11 March on the Late Show and then again in two parts on the Early Show on 
13-14 March. 
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FILM-SCOPE continued 



Veterans of tv cartoon cliHtri Ititt ion arc of the opinion that sonic of the 
newcomers to the field may at times lack snflirienl confidence in their pro* 

To be specific: llic integrity of new cartoon shows lias been hurt where distrihu 
settled for scatter-schcdule library sales to stations if they could have held out for ir, 
hour program blocks. 

A flurry of new cartoon product has appeared on the market, most of it selling ^ 
hut made in brief episodes that can be either put together in blocks or separn 
thrown into mixed cartoon shows. 



One show that's definitely not headed for any renewal troubles is Ziv-UA's Sea 
Hunt, shortly going into its fourth new year in syndication. 

Renewals are already 93 per cent of the total with some months still to go. (For latest 
sales, see FILM WRAP-UP, p. 80.) 



One of the earliest off-network re-rnns to go into syndication and still going 
strong is CBS Films' Amos 'n Andy. 

Latest sales, mostly for stripping, are: WCRS-TV. New York: KNXT. Los Angeles; 
WJBK-TV, Detroit, and WREC-TV, Memphis. Latest renewals are WTVR. Richmond, and 
WAVY-TV, Norfolk. 

Series went into re-run syndication in 1953 and CRS Films believes it's the oldest off- 
network re-run still on the air; syndicator added 26 episodes to 51 off-network half-hours 
to make up package of 77 episodes. 



Exchange of public affairs tape programs among CRS o&o's will be extended 
from 13 to 20 weeks in 1961, third year for the project. 

Programs will be scheduled from April to September on weekend afternoons. 

Two musicals are American Musical Theater (produced by WCBS-TV, New York) and 
Keynotes (KNXT. Los Angeles) ; news or discussion shows are New Nations (WBBM-TV. 
Chicago) and Once Over Lightlv (WCAU-TV, Philadelphia) : a children's show is Outside 
In (KMOX-TV, St. Louis). 



It seems that some of the most intensive promotion being done these days is in 
behalf of non-network programs, such as Quick Draw McGraw. 

The Screen Gems series, animated by Hanna-Rarhera for Kellogg's. will hit nine cities 
with live-act personal appearances and other events starting in Oakland 9 March and followed 
in Chicago 22 April; theme is Keep Your City Clean. 

Other stations scheduling the promotion arc: WSPA-TV. Montgomery: KSYD-TV, 
Wichita Falls; KDAL-TV, Duluth; WJZ-TV, Baltimore; KMRC-TV. Kansas City: WLW-I, In- 
dianapolis, and WISC-TV, Madison. 



As of its formal 1 March deadline the American Tv Commercials Festival bad 
received entries of 1,280 commercials — 119 of them on video tape. 

Commercials were submitted by 97 agencies, .il film or tape producers. 11 stations, and 
three advertisers. 

Entries are now being filtered and winners will lie screened on 4 May in New York City. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



The drug people have had, because of the intensity ami frequency of hitter cold 
ami snow storms, the best season since the Asian flu epidemic. 

That has left plenty of money in the profit side of the ledger and admen expert in the drug 
field expect this to show up in the appropriations for the 1961-62 season. 



Madison Avenue agencymeii with tv expertise last week had sonic wry comment 
to make about the network special celebrating Life magazine's 25th anniversary. 

The gist of this comment : Life has no right to throw darts at tv after showing by actual 
demonstration that it eouldn't do anything as well on its own. 

Consensus of newsprint eritique: the program was not only badly put together but it 
gave the impression that Life was a cheap operation. 

The tv director of an agency that's been having its licks with the tv networks 
recently iinlimbcred this crack across a lunch table last week: 

"We're running out of network to get mad at. Perhaps now's the time for a fourth net- 



work to conic into being, 



In the formulation stage at Blair is an over-all plans hoard 
ouimittcc. 

No comment was forthcoming on what this move portens. 

A plans board was just set up to cover the operations of Blair TV. 



A. M. Cook, U.S. Tohaeco's southern department manager, has si quaint way, to 
way the least, of characterizing a media which he uses to advertise his snuff. 

Quoting the Tobaceo Leaf, a trade publication : Cook related bow he wrote "many of the 
rural station commercials" and "plaeed them with 'the tin can stations on toji of a hill, the I 
ones that feature rockabilly and preachiii'." 

Incidentally, baek in the early '30s Cook's antecedents used to refer to them as "one | 
lungers" and "coffee pots." 



As some New York agencies have already done, several of their compatriots in 
cago are researching pay tv to And out if it can be sponsored. 

Their explanation: it may develop into a good art form (sic) to sliowease their elients' 



mlu< 



A collide agencies will have to do some hard explaining when ami if their clients 
find out that one of the two new sharers of an hour's show doesn't have to pay the 
program charges for the first 13 weeks. 

The network tossed in this free ride to solve a discount situation. 

What the incumbent advertisers will ask prohablj : how conic we as longtime occu- 
pants of the series have to go on paying for 32 weeks when a new tenant can get 
away with paying for only 39 weeks? 
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How successful TV stations 



handle unsold time . . . 

7 steps that increase the effectiveness 
of TV station time salesmen 



ST ARB LOCAL MARKET REPORTS — This industry standard is a basic ingredient in any station's sales effort. As a com- 

plete quarter-hour measure of television audience by both metro and total area, this report provides each and every 
station in the country with data that is recognized throughout the industry as the ultimate in accuracy, reliability 
and believability. 

ARB 1960 COVERAGE STUDY (with Totals Updated to November I960)— Station coverage strength in areas of impor- 
tance to your marketing program is essential ... and ARB's full county-by-county report documents your station 
story. Updated station totals based on November 1960 survey results are also available for stations where changes 
have occurred since the basic study was made. 

ST SPECIAL TABULATIONS — Demonstrating to a timebuyer how the cumulative audience for your spot package ranks 

with the "Gunsmokes" and "Wagon Trains" makes extraordinary sales (dollars and) sense. Dozens of other specially 
tailored ARB tabulations can have equally effective results for your specific needs. 

ST OVERNIGHT COINCIDENTAL REPORTS— New program or new time period availabilities occurring between ARB mar- 

ket reports receive quick audience documentation with a special ARB Telephone Survey. Results are available over- 
night ... in time to whisk them off to the timebuyer's office for a "proof of performance" sales presentation. 

ST SPECIAL SURVEYS— Studies of your picture quality in competitive fringe areas . . . analysis of farm audience delivered 

... or a report on audience reaction to your news programming are but a few of the special areas where your efforts 
to inform the buyer will turn the trick in your favor. 

ARB TV-NATIONALS — This complete and qualitative report on the audience to all network programs will greatly aid 
the local network affiliate in selling surrounding time spots to the "specific audience" conscious buyer. A wealth of 
detailed information in the TV-National complements the ARB Local Market Report, especially in sales presentations. 

S . MULTI-CITY ARBITRON— Local network affiliates who receive this report daily are kept up to date by this competitive 

program index. Fast rising new programs are spotted immediately, and loccl spot adjacencies are sold just as quickly 
when such evidence is presented to the buyer. 

The next step should be taken in the direction of your telephone to contact your ARB representative. And, may we 
remind buyers that all these steps will work equally well for you in evaluating your present or planned TV campaign. 




AMERICAN RESEARCH BUREAU, INC. 

WASHINGTON 4320 Ammendale Road, Beltsville, Md.. WE 5-2600 
NEW YORK 7 Rockefeller Plaza, New York 20. N.Y.. JU 6-7733 
CHICAGO 1907 Tribune Tower. Chicago 77, ///., SU 7-3388 
LOS ANGELES 2460 W. Whittier Blvd . Montebello. Calif . RA 3-8536 
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WRAP-UP 



'VISITING PROFESSOR' Andy Leach (standing), tv salesman for The Kati Agency, supple- 
ments his business trip activities instructing. He explains functions of a station representative 
to Loyola University's radio tv class conducted by Bob Guy, WWL-TV, New Orleans, pgm. dir. 




Advertisers 



Curtis Publishing (RRDO) is 
taking a flier in CRS TV's morn- 
ing minute sale- |>lan. 

Its in behalf of the Ladies' Home 
Journal and for a limited number of 
participations. 

According to a survey made by 
XRC's product research, the Tim- 
ex commercial shown during the 
public affairs Iv series — W hite 
Paper — is making an impres- 
sion on viewers. 

The studs, made in ten major mar- 
kets within' 24 hours after the series' 
program- U-2 Affair, disclosed these 

• 7l' r r of tho.se who saw the new? 
special named Timex as a brand tlicj 
( ould think of as compared to 1<5' , 

. M"< of the viewers identified 
Timex's slogan — take- a licking and 
comes up ticking — as compared to 
Wi of the nomxiewers. 

• W/ t of the \ieweis recalled see- 
ing recent advertising that made them 



ANNOUNCING formation of Intercontinental Television Inc. top offi- 
cials present at press cocktail party (l-r) Walter Reade, Jr., chm. of 
the board, Irving Wormser, pres., and John Leo, v. p. and gen'l mgr. 



DIMES ACROSS THE DELAWARE via the Benjamin Franklin 
Bridge as WCAM, Camden's station mgr., Ooug Hibbs, and Tom 
Brown, WIP, Philadelphia, launch their March of Dimes campaign 
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NEGRO 

Community 
Programming 



SPANISH 
PUERTO RICAN 

Programming 



of Whirl-Wind 
sales action 



WWRL 



Business 
IMeetmg? 

take advantage of thc^^ 
BELMONT 'know how 
Overlooking Lake Michigan and 
Belmont Yacht Harbor. 12 min- 
utes from the loop— direct busses 
at the door. Spacious parking. New 
Banquet and Meeting rooms accom- 
modate up to 400 persons. 
Charming, new Mansion House 
Dining Room and unique Cocktail 
Room -The Dam Site. 




Co.. Buffalo. N.Y., from Kumrill . . . 
Exeter Motors (Peugeot distributors. 
Michigan, Illinois, Indiana, Ohio) to 
l'a|M'rt, Kocnig «!C Lois . . . Cres- 
cent Manufacturing, to Baker & 
Stimpsou, Seattle, for Crescent 
spires, extracts, nuts, ire rream top- 
pings, candv cake decorations . . . 
Trans-Texas Airvvavs, to Erwin 
Wascv, Bnthrauti & Rvan, Hons- 
ion . .' . Aunt Jane's Foods, to Zim- 
mcr. Keller & Calvert. Detroit . . . 
I. Kokeach & Sons, to Smith/Green- 
land. 

New agency: FitzCerald-TooIc & 
Co.. Inc., Prov idence. 1!. 1. Louis C. 
FitzGerald is president and Philip B. 
Toole is v.p. and treasurer. Toole 
conies from the Boston office of the 
Sheraton Corporation of America. 

Name change: Doronins «£ Com- 
pany Incorporated. Philadelphia, 
forinerl) Dorenius S. Company. 

New offices: Daniel & Charles. 
Inc.. in Atlanta. Ga.. at 1776 Peach- 
tree Boad. Dick Stern, from Keyes. 
Madden & Jones. Miami, to head up 
the Southeastern operations. 

PEOPLE ON THE MOVE: Tom 
McDonnell, commercials expert, has 
left FC&B, N.Y., after 13% years 
with the agenev . . . Aldcn U. Sid- 
gcr. Jr.. from Grej to Hates as v.p. 
and account supervisor on the Col- 
gate-Palmolive household products 
division . . . Arch Crist, and Roh- 
ert C. Morrison, lo account execn- 
fives. Knox Peeves. Minneapolis . . . 
Thomas Tuu*is. from advertising 
director. P. Lorillard. to v.p. nianaiic- 
nient supervisor. Grant . . . Charles 
J. McCanii, from sales and market- 
in" director. Salada-Slm rilf-l lorsev . 
to account executive, Best Foods Di- 
vision. Corn Products account. Len- 
nen & Newell . . . Jndson II. Irish, 
from senior \.p. charge of creative 
services Donahue & Cor. to v.p. crea- 
tive department Foote, Cone & Hold- 
ing. New York City . . . Norman D. 
Leehron. from director film pro- 
graming. Metropolitan Broadcasting. 

of \dvertising. Philadelphia . . . 
Eleanor L. Laner. from creative di- 
rector. Hoheit M. Gamble. Jr.. Inc.. 
Washington, lo radio tv ,le)»a rlmeut, 
I loan J. Kaufman Woriates. that 
citv . . . Robert G. Lnrie. from ac- 



account executive on W'olfschniidt 
Vodka and l'onrico Hum, General 
Wine & Spirits division Seagram. 

MOKE PEOPLE ON THE MOVE: 
Robert L. Beiivciiistc. from mer- 
chandising and advertising director. 
Owl and Pexall Drug, to v.p. and ac- 
count supers isor. Beckinan. Koblitz. 
L.A. . . . Gerry Slaiter. from KHVH- 
TV, Honolulu, to Zakin. as assistant 
to senior v.p. Robert S. Buekbiuder 
. . . Jonett Davenport, Jr.. from 
\.p. and director. Conway Publica- 
tions. Atlanta, to associate director of 
public relations, Filler. Neal. Battle 
& Lindsey. Atlanta . . . Ross Legler. 
from Compton, to account executive. 
Scott Paper account. Bates. 

Nov v.n.'s: William Phillips, at 

Ogilvy. Benson & Mather . . . Lloyd 
G. Delaney, at Fsty . . . Lester 
Cohen, at Conipton . . . John R. 
Latham, and Charles J. Lnnih. at 
Lambert & Feaslev . . . Fred C. 
Walker, at Henderson. Greenville. 
S. C. 

They were elected: Arthur J. J 
Rellairc. and Philip C. Carling. to 

board of directors, BBDO . . . 
Theodore S. Watson. Jr.. a direc- 
tor, Charles W. Hovt . . . Howard ' 
K. Melniyrc. executive \.p.. Hen- 
derson. Greenville. S. C. 

Need hum. Louis. lirorby Holly- 
wood office additions: Kenneth I 
C. T. Snyder, office manager: Gil- 
hert G. Foerster. account execu- 
tive: Frederick II. Rroggcr. pro- 



Tv Stations 

Ideas at work: 

• KOMO-TV. Seattle, success- 
fully promoted its locally produced* 
kid shows Expedition Xorllmvsl audi 
Captain Paget by running a contesl 
and offering its youthful viewers 
prizes of live puppies, turtles as well 
as a family -si/o camping tent. Over 
3.500 entries were received during the 
l-Apedition Northwest-Captain Pugctl 
contest over a three-week period, last 
mouth anil winners announced dul 
inn the Captain Puget show bv host 
Don McCnno. 

Sports buys: \meiican Tobacco 
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has bought eo-spousorship of the De- 
troit Tigers' IWil radio and tv broad- 
casts with the Stroll Brcwcn. Speed- 
Petroleum ami Ohio Oil . . . 
Hallantine ami Keviiolds Tobacco 
(both K»t\ ) to continue co-sponsor- 
ship of the \cw York Yankee bnse- 
I games telecasts over W'l'lX. Xew 
York Citv. 

,v i|uai-t4>i>: KUAK-TV, liakers- 
field, Calif., hcgnn construction this 
week on its new S112.S00.00 offices 
and studios in downtown Rakcrsfield. 
Occupancy is planned for 1 June. 

PEOPLE ON THE MOVE: 
Charles Howell, KTBC-TV, Austin, 
Tex., local sales manager, named to 
hoard of directors, Austin Chamber 
of Commerce . . . Terry Cillot. to 
WCKT. .Miami, as account executive 
Bruce J. Bloom, from director 
of publicity, to audience promotion 
director. \VCAU-TV, Philadelphia, 
and Virginia Liiiiil-jreii to associate 
director audience promotion . . . 

ne Kohiuson, from production 
executive. Y\'C1A. Champaign. 111., to 
operations manager. W'M BD-TV. Pe- 



oria, 111. . . . Douglas I'ishel, from 
account executive KXOA. Saeranicn- 
lo, Calif., to account executive. kXTV, 
that citv . . . Paul 15. Hums, from 
director of sales. Worldwide Division, 
Metropolitan Broadcasting, to general 
manager. \\ I1CT, Hartford, Conn.... 

Nor...;... L. Ha.- from program 

director. Cowlcs Broadcasting, Hunt- 
ington, \V. \ r a.. to administrative as- 
sistant to the general manager, 
KM OX-TV. St. Louis. 

MOKE PEOPLE O.VT11E MOVE: 
Don Qiiinii, director of National 
Sales for BKO General, Inc.. former- 
ly spot sales director of NTA-TV. 
. . . Terrenee C. Atkinson, from 
sales rep. KYW-TV, Cleveland, to lo- 
cal sales manager, WJW-TV. that city 
. . . John J. Cosgrovo, from unit 
manager, production sales. CBS TV. 
Xcw York Citv. to national sales rep, 
WCAC-TY, Philadelphia . . . Boh 
Kiel. arils, from Visual F.lcclronics. 
Xcw York Citv. to sales representa- 
tive, KFMB-TV. San Diego . . . 
James S. Wiley, lo sales promotion 
and development manager: Harold 
K. Carpenter, to local sales stall: 
and Donald S. Mueller, to local 



sales manage,, all WPHO-TV, Provi- 

deuce. 15. I Mike Kolwrls, from 

Varielv. to cli vector program sales, 
\\ cstinghoii-e Broadcasting. 

Kudos: WAST. Mlmnj, X. \ ., was 
cited In Albany radio/tv colnnuiisl 
Walter llawver'as follows: "il ap- 
pears to be indisputable now that 
WAST has in a few short months be- 
come the leader in local public serv- 
ice programing," in a recent column 
headlined WAST Deserves Plau- 
dits. 

Radio Stations 

It's obvious that the daflydil sea- 
son is around the corner: the 
type of audience promotion 
st. mis popping up hears this out: 

Take, for instance, the Bundles of 
Xotliiiig contest that WL1CU, Erie, 
Pa., just brought to a climax. 

The station asked the li.-tencrs to 
-end in the oddest useless items they 
could manage to dig up. And the re- 
sult was a deluge of thing-, found not 
only in the junkyard but in the 
strango.-t of places.' 



REACH the ADULT BUYING 



audience of Greater Kansas City! 



V/i BILLION DOLLAR MARKET 

WITH 




KM? 



The distinctive, sparkling "sound" of 
Kansas City's only Beautiful Music Stations 
holds the mature adult listening audience. 
Commercial Limitation: 12 Announcements per hour 



Represented by.- 
VENARD, RINTOUL & McCONNELL, Inc. 

Owned by PuM'c fladta- C<H/>. 
K10A KBEA/KBEY-FM KAKC 

Des Moines Kansas City Tulsa 
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The, prize was a weekend trip lo 
Washington and Hie winner must 
have been n kin of Chic Sales. 

\\ osliiighouso Ih-ondcasthlg lias 
sel 1 1 1 > ils own coiiipnuv to pro- 
dnee allows fur ils e leven radio 
and Iv stations. 

The company WHO Productions. 
Inc.. will be headed by lien Park as 

Also named lo the WBC Produc- 
tions stall: William Peters, associate 
producer: Roger W. Murphy, produc- 
tion manager: Marlene Saunders, re- 



search director; and Marvin David. 

Two nighttime t\ series are being 
planned as the roinpam'- first project. 

WBC also named a director pro- 
gram sales. .Michael J. Roberts. 

Ideas at work: 

. WAI5C. New York Citv. has a 
contest going which oilers, in mar- 
riage, one of its deejay personalities 
to the eligible female writer of the 
best proposal. The competition, which 
centered around so-called Bachelor's 
Day, 2o February, will be judged on 



originality by a panel of WABC 
judges. The. contest plum— deejayer 
Jack Carney, a not -so-confirmed 
bachelor, has nc\ ertheless reserved 
the right to award the winner an al- 
ternate prize: two tickets (for herself 
— and her own special bachelor 
friend I to any Broadwav show. 

. Wit NY.' Rome. N.Y.. took part 
in its area's Washington's Birthday 
promotion by costuming one of ils 
newsmen. Mike Connors, in George 
Washington gear and hav ing him tour 
the eilv handing out silver dollars to 
folks who replied, when approached. 
"I cannot tell a lie, I always listen to 
WRYY." 

• KMC. Catalina, Calif., is giv- 
ing area husbands an opportunity to 
present the wife with the lavish gift 
of a mink stole. The conditions: all 
the husband-listener need do is come 
up w ith the best written reason to the 
statement : "My Wife Deserves a Mink 
Stole Because ..." A holiday flight 
for two to Las Vegas goes along with 
the mink stole. 

PEOPLE ON THE MOVE: En- 
gone y\. Plnmstead. from v.p. of 
programing. Plough Broadcasting, 
to program manager. KYW. Cleve- 
land. Ohio . . . Sliinlon J. Pearson, 
from zone marketing manager, Mil- 
ler Brewing, lo sales manager. KBOX. 
Dallas . . . Jusiiii lhadsliaw. from 
field rcprcscnialivc. Dallas, to direc- 
tor of station service. Broadcast Mu- 
sic . . . Km. I Wendell, from pro- 
gram manager. KYW. Cleveland, to 
coordinator of nighttime programs. 
Westinghouse Broadcasting radio sta- 
lions . . . ISemard Groveu. to gen- 
era] manager WTMT. Louisville. K\. 
. . . Allen Franco, from WCAR. De- 
troit. to direclor of publicity and com- 
munis affairs. \\ XYX. that cits . . . 
Richard II. Goikoii. from Bndklcv- 
Jaeaer Broadcasting I WHIM, l'rovb 
deuce. I!. I. and KG1L. Los Angeles'! 
to eastern sales manager, radio sales. 
Metropolitan Broadcasting . . . Allen 
A. Ai llnif. to director of advertising. 
M'WB. llnllv wood... Eddie Clarke. 
WI1K. Cleveland, air personality . tat 
ing on additional duties of public 
service director. 

1 hippy anniversary : WSIL Atlan- 
ta. Ga.. celebrating its 30th broad] 
easling year, this month. 

Slalion aeipiisition: WERG-A.M 



growing, growing . • • 

all the time ! 




WSLS-TV * National Representatives, Avery-Knodel , Inc. 
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ami WEKC-FM. Krie, Pa., sohl by 
Cleveland Rroadcnsting Co. to 
mii Coltlman. president of the 
Janice Rroadeastiug C.». itt'JTX- \M- 
KM. Jamestown. N. V.: \\ DOK. Dim- 
kirk. X. V: and W'OCO, Salamanca, 
N. 'I . i for S33.>.000.00. Sale brokered 
I>\ Hamilton-Landis & Vssoeiatcs. 

New ,>m air: WO WW. Xangatuek. 
Conn. John T. Parsons i> president 
and general manager. 

.More power: WHAT. Philadelphia. 

_ 

NBC TV ehalke.l up more than 
S.'i million in daytime orders 
from ten advertisers during the 
month of February. 

The advertisers — and the buys: 
Mermen (Grey) in Concentra- 
tion, Young Doctor Malone, Truth or 
Consequences, Loretta Young Thea- 
From Tliese Roots, and Here's 
H oily wood. 

► Plough I Lake-Spiro-Sliurnian) 
From These Roots and Young 
Doctor M alone. 



. I .S. IJorav iS. Cliemieal (Mr- 
Caiill-Kl iek-on I in Loretta Young 
Theatre. The Jan. \hunn Show. 
) ouug Doctor Malone. Turn, These 
Roots and Male Room for Da,l,l\. 

• Lexer iRISDOl in ) oung Doe- 
lor Malone. 

• Proetor-Silex I W eiss & Cel. 
ler I in .S«y When, The I'rice Is Right. 
The Jan Murray Show and From 
These Roots. 

. Colgate-I'aliiiolixe I IV \re\ ) 
in Concentration, and Jan .Murray. 

• Union Underwear (Crev I The 
I'rice Is Right and From These Roots. 

. Header"* Digest I CreO Jan 
Murray. Say W hen. 

. MeCalls (JWT> Say When and 
// Could lie You. 

• Andrew Jergens (Cunningham 
& Walsh) Jan Murray. 

ABC Radio is setting up a re- 
gional network to feed regional 
as well as network programing 
to ten Western states. 

The network — ARC Radio West- 
will be comprised of 104 stations em- 
bracing ARC Pacific, the Arizona 
Network, and the Intermonntain Net- 
work. 



\ceordillg to \RC\ v.p. in charge 
of Radio Network. Robert R. Panlev : 
• \RC Radio W.-l will have a eover- 



e tha 



million ,a.lio I 
million people." 

Director of tin- new \I5C arm will 
be Jack II. Mann. Ham ttoodvvorlh 
will -ene as sale, manager. 

Net radio .-ales: Smdchaker-IVk. 
aid I I) - \re\ I to sponsor MIC- pre- 
fight (Pallei-on-Johai.ssoi.l program 
Champ Chue-I /», 13 March. 

Net t\ sales: kitchens of >ara bee 
iCunuinsiham \ Walsh I will join 
Procter & Camhle (Crev i in sponsor- 
ing U!C TV's presentation of the 
33rd Acadenu of Motion Picture 
Arts and Sciences annual Oscar 
awards ceremonies. 17 April (cost. 
$250,000). 

New affiliations: KTAL-TV. 

Shreveport-Texarkana. La., with 
NBC TV . . . WCPO-TV. Cincin- 
nati. Ohio, w ith CBS TV . . . WINF. 
Hartford. Conn., with CBS Radio. 

AH is peace: K RON-TV. ^\\\ COII . 



IN INDIANAPDLIS . . . 

WXLW 



IN INDIANAPOLIS... 

WXLW 

BRINGS THE PEOPLE 
TO THE NEWS 




RESULT: IN INDIANAPOLIS . . . WXLW DELIVERS THE GOODS! 

The WXLW Traveler, a complete radio station on wheels, makes 
new- friends daily for the station, new customers for your product as 
it becomes the center of attraction in every community it visits. In 
addition, the two WXLW Ncwsmobilcs go the average news broadcast 
one better. They actually bring listeners to the news via direct, on-thc- 
scene live reports. This combination only serves to enhance the adult 
programming featured exclusively on WXLW. Xeedless to say, these 
are the people who CAN' and WILL buy your product . . . the people 
who Do listen to the only station for them in Indianapolis . . . WXLW. 
CONTACT YOUR NEAREST ROBERT E. EASTMAN REPRESENTATIVE 



950 ON YOUR DIAL 




RADIO INDIANAPOLIS 
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Bright Spot 

FOR BUSINESS 



TALLAHASSEE • THOMASV1LLE 




FITS EXACTLY . . . 

WITHOUT DUPLICATING COV- 
ERAGE OF ANY OTHER MAJOR 
TELEVISION SERVICE . . . BLAIR 
TELEVISION ASSOCIATES CAN 
GIVE YOU THE FACTS! 

CBS AND TOP LOCAL PROGRAMING 

WCTV 



TALLAHASSEE 



John H. Phipps 
Broadcasting Station 



( \ 

I BLAIR TELEVISION ASSOCIATES 

V. M National Representatives 




POPEYE 
and BRAKE MAN BILL 

WWL-TV's big new afternoon 
show scores with the kids! 
Brakeman Mill runs the host 
known railroad in these parts, 
a model train that's tho envy 
of every child's eye. B.R enter 
lainment package inehides Pop 
eye K- Mugs Bunny cartoons. 
The kids find their favorite 
shows on YVWL-TV! 
llepresentrd nationally bv Katz 

WWL-TV 

@NEW ORLEANS 



tiiine as the MiC outlet in San Fran- 
cisco for another two veais begin- 
ning 1 Jul). 



Blah-TY last week expanded its 
sales executive level and made 
several ad vaneements and new as- 
signments. 

New exeeutive appointments in- 
clude: 

Jack Denninger, general sale? man- 
ager; Frank .Martin, sales manager 
for the eastern stations; Jaek Frilz 
western stations sales manager; Harry 
Smart, mid-west operations manager; 
Ualph Allrud, director of projeet de- 
velopment: and Otto Ohland, direc- 
tor of sale* s\ steins. 

In announeing the appointmenls, 
l'lair-T\ president John ISlair said: 
"In shaping these new sales responsi- 
bilities, we had certain specific goals 
in mind: 1 I Enabling eaeh one of 
our stations In benefit slill more di- 
recll\ from the special talents of 
our most < xptrit need men: 2) Pro- 
viding for a greater concentration of 
selling-effort at top executive levels, 
both with agencies and advertisers." 

Features of the new organizational 
sel-ni) "'elude a four-man sales plans 
group, a project development activitv. 
and an assigned responsibilit) for 
sales systems. 

Kcp appointments: Kev stone TV 
group— WHV-TV, Ilarrisbiirg. Pa.: 
\\ 'LY1I-TV, Lebanon-Lancaster. Pa.: 
WSBA-TV. York. Pa.. In Blair . . . 
WSA.I, Cincinnati, Ohio, to Ohio 
Stations Representatives, for Ohio 
npH.ntal.on. ^ 

New quarters: Averv-Kiuidel. in 

Chicago, at 220f> Prudential Pla/.a 



r ' - 



The XAIt has taken a position on 
the recent Supreme Court deci- 
sion relating hi pre-censorship of 
motion pictures. 

The NAB asked the Supreme Court 
for permission lo support a petition 
bv Times Film Corp. requesting a re- 

The \ \H brief, if permitted, would 
argue thai such "a method of censor- 
ship'" would be difficult to limit to mo- 



tion pictures and might lead lo cen- 
sorship of all communications media i 
in violation of "the basie fundamen- 
tal right of freedom of speech.'' 

ITC Reorganization: following the 
appointment of Abe Mandell as ITC I 
v. p. of administration and sales are 
these domestic and foreign appoint- 
menls: John Pearson lo assistant I 
director of international sales; Her- 
shel Harris to sales manager of ITC 
of Canada Ltd.; Samuel Gang be- 
comes Mexican and Central Ameri- 
can manager in Mexico City: John 
Darston is manager of Far East sales 
division in Sydney, Australia; Carl 
Kussell to eentral division sales man- 
ager; Bert Weiland becomes syndi- 
cated sales administraton manager; 
Kevin O'Sullivan to general sales 
manager, New York ami network 
sales: W illiam MeC-ee named West- 
em division and Hollywood office 
manager; Jaek Rhodes added as 
Kastern and Central dislriet sales 
manager: Jaek .Meadows to central 
sales staff: John Howley added in 
southwest: Hal Danson to cover tip- 
per New V>rk Slate and New ling 
land: Tony Wysoeki added in south 
and Chris Heiiiinglon in the mid- 



Sales: Latest renewals and sales of 
Ziv-l Vs Sea Hunt are Holmes Ponl 
liac (IWell and Jacobs) on KSLAj 
TV. Shreveport: Savannah Sugar 
I Burton F. Wyatt) and liural Flee- 
tric (Slate Wide) on WIS-TV, Co- 
lumbia. S. C: Louis Shanks Furni- 
ture on IvTBC-TV. Austin: Standard 
Oil of Indiana fl)*A rev) on WKZO 
T\', Kalamazoo: Howard CrifTen 
(Shell I on KNOF-TV. Monroe: Indi- 
ana Wholesalers on WTVW. Evan J 
\illc: Ma.r.s Shop and Brownsville 
Savings on KGHT-TV. Ilarlingen:! 
and stations KWTX-TV. Waeo-Tem- 
ple: KI5TX-TV. P.rva.i: K\ll. Slier- 
man-Heuison: WCAX-TV. Portland: 
WKYT. Lexington: WCAF-T1 
Philadelphia: WRAL-TV. Baltimore:! 
\\ DSl -TV. New Orleans: KPIiC-TV. 
Houston: WAST. Albany: Wl-Tij 
Green Ihiv : KFSV-TV. Cape Girard- 
eau: W.IHF. Augusta: K\'00-TV. 
Tulsa: WOC-TV. Davenport-Rock Is- 
land, and WJW-TV, Cleveland. 

Programs: Trans-Lux TV will dis- 
tribute travel series It's \ Wonderful 
Ifarld. 
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limimereials: Graham Spencer 
to Robert Lawrence as account execu- 
tive' . . . Donglns J. linker to Van 
Piaag Productions as production di- 
rector . . . Fred Nile.- doing Siippe. 
Sandwich and Coke scries for Coca- 
Cola through McCann-F.rickson . . . 
Dlliccrs of the Film Producers Asso- 
ciation of .New 'lork for 19(>l are 
William Vnn Prnag. president; 
loberi Cross, v.p.; Thomas* Cra- 
vcn. scerotarv : Peter 31. Mooney. 
treasurer: directors are Kobert 

Bergman, I Ilhir. Snuford 

Preenberg. Uobci t Klaegcr. Bob- 
ert Lawrence. Walter Low cinluhl. 
Fred Hniiliael, llenrv Strauss. 
William I'ngei. Kobert Crane. 
| Herman Edcl. Arthur Horman. 
mil David llorne; executive direc- 
tor is Harold Klein. 

PEOPLE ON Till: .MOVE: Wil- 
Carpenter to Cello-Matic as 
u sales manager . . . Allen Ash 
I to head NTA Chicago ofT.cc . . . Rob- 
ert DeVinny to UAA as western di- 
int executive . . . John F. 
fiibin to ABC Films in network sales 
Basil Eslercigh elected presi- 
dent and chief executive officer of 
Television Industries . . . Harold 
appointed sales director of 
Sterling Television for screen news 
digest 'division . . . Ben Klrod to 
Arts Associated as southwest 
executive . . . George Mitch- 
M to Seven Arts Ywm Coast Division 
Manager. 



A number of radio stations put 
ingenuity to the test in devising 
stimulating wav e of enriching the 
1961 American Heart Fund. 

Two of the stations -and the meth- 
ods used: 

• KFMB. San Diego, ran a 61- 
hour marathon-appeal broadcast from 
inside the glass elevator of the city's 
F.l Cortex Hotel. The limit- A-Tlion 
which featured variety entertainment, 
special interviews with t\ stars, a 

ance. etc.. netted a sum of $33,000. 

• KALI.. Salt Lake Cilv. 1 "lab. 
iiarked interest land extra routrihu- 
ons) by running a coiite-l offering 
steners easli prize- for "catching'' 
lieir names aired at random with the 

playing of musical selections holding 
the word -heart" in it- title, vu e(|ual 
amount of ca-h won b\ li-tcncrs was 



given to the Heart Fund during the 
month-long promotion. 

Public service in action: KMO\. 
St. Louis, carries nine public service 
programs weekly dealing with com- 
munity affairs, politic*, education, 
etc. This does not include six reli- 
gious programs . . . WCIIIl. Detroit. 
rai--ed SI.O.'O during it- Dollars for 
Democracy radiothoii. The money 
goes to Negro sharecroppers victim- 
ised In an economic boycott in the 
llavwood and Favette counties of 
Tcnu. . . . KFWB.* Hollywood, made 
possible the emplo\ menl of 12."> Los 
Vngelcs civil engineers in Maska by 
airing a special job opportunities an- 
nouncement . . . WMCA. New York 
City . ha- set up a new broadcast lech- 
uhpie for dividing up a single issue 
for treatment among various pro- 
grams and WMCA personalities . . . 
WAGE. Springfield. Mass.. this week, 
will begin a new series. Young Men 
in Action, dealing with the Junior 
Chamber of Commerce and it- altru- 
istic endeavors. 

More public service action : KOIL. 
Omaha, with the help of the Omaha 
Safety Council conducted a youth 
traffic safety conference for some 6.5 
public anil parochial high school stu- 
dents . . . KM TV. Omaha, telcea-t a 
demonstration of tooth extraction un- 
der hypuo-is . . . \\ ISIS. Indianapo- 
lis, turned itself into an all-night 
emergency communications center to 
provide police, lied Cross and citi- 
zens with first-hand weather condi- 
tion news dori.12 the a.ea'- big snow- 
storm. 25-26 Februarv . . . KOV. 
Pittsburgh, raised $6,000 fo. the VI- 
leghenv County Chapter of the Re- 
tarded' Children's Assn. by holding a 
special basketball game pitting the 
KOV Hiuh Hooper- asainst pop re- 
cording -tar- . . . KCIIS. San Fran- 
cisco. again this year stimulating 
community ai>pearauce pride with the 
offer of the KCBS Community Beau- 



tific, 



7 Au 



PEOPLE ON THE MOVE: WC VT- 
I V director of public affairs Donald 
Porter Lenox chosen one of six 
United Stale- delegates to attend a 
-pecial conference at Leicester. Eng- 
land, sponsored bv the F.ngli-h-Speak- 
iug Cmon. The conference subject: 
Britn ill's Changing Role in World Aj- 



w mere yarn that KOIN-TV 
apturcs the confidence of the 
widest audience in Portland, 
Oregon, and M surrounding 
'rug ramming prompted 
by the distinctive desires of our 
viewers is the secret. Knit your 
brow no longer over the 
Portland market... see how 
KOIN-TV will sew up sales 
for vou. We direct you 
to the latest Nielsen 
to complete our case.* 

KOIN-TV 



in 
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FOR 
T. V. STATIONS 
PROGRAMMING 
OPPOSITE... 

FELIX THE CAT! 

The world's most famous feline 
will go before the cameras 
soon for the 260th and final 
episode in the current series. 
Thus, TV stations will start 
moving schedules around to 
program FELIX as a full half- 
hour per day — causing an 
anticipated upheaval in local 
ratings. 

FELIX Fan Clubs . . . FELIX 
Birthday Parties . . . FELIX 
merchandising aids are also 
creating major problems for 
opposition stations relying on 
ordinary cartoons to attract 
and hold the loyal children's 
audience. 



Don't let this happen to you. 
If Felix has not picked a chan- 
nel in your market area as 
yet ... do the obvious . . . 
make certain he's pushing your 
call letters . . . and make your 
move NOW, . . . while there's 
still time! 




- instrumental m de\ 
i graduate of Brandt 



Mel Sokolow has hern named niid-Allau- 
tic regional promotion director for TV 
Guide, coordinating all timebnying and sta- 
tion acini lie* for Philadelphia, Baltimore. 
Washington, and all of Connecticut a* well 
as the New York market. Sokolow joined 
Triangle as publicity manager for the X. Y. 
edition of TV Guide in 1959. Prior lo this, 
lie was with Technical Tape Corp. where he 
loping Tuck Tapes' initial tv campaign*. He 
* T. and the CHS West Coast tv workshop. 



Robert L. Krieger 

sales manager for WQXH. 
Times radio station 



appointed 
. the Xevv York 
York City. 
Krieger steps up into this new position 
from assistant commercial manager a post 
he has held since 1952. lie joined WQXH 
in December 1913 as an account executive. 
Prior lo this lime, he spent seven \ears as a 
membei of the advertising department of 



the \ew York Tii 



I i 



rsilv 



iho wa; 
lied and the father 



adnatcd from Columbia 
i V.U ear-old clau»hlel 




■< nth 



r side 



Daniel E. Hydrick, Jr., has been named 
assistant to .Metropolitan Broadcasting 
president and board chairman John \Y. 
Kluge. Hydrick comes to Metropolitan af- 
ter six-and-a-half years as general manager 
of WGll ratlin and' W'Gll Muzak in Norfolk- 
Newport News. \ a. Prior lo this, he was 
an account e.\eculi\e with Baltimoie sta- 
tion WITH. Following his World War II 
president of Limited Common Carrier. He is 
I of the New 



Sales K.xeciitive Club. 



Robert M. McCredy, \\ est i n ghouse 
Broadcasting national television sales man- 
ager since 195,",. has been named general 
sales manager of Television Advertising 
Bepresenlaliv.-s. MeGre.h . win, will co- 
ordinate sales policies for the Tv \li ollices 
throughout lb.- I . S.. began his career as 
sales manager of WTO P. Washington, in 
19 lb- then bc-nine sales manage! of 
\\ PAT. Paleisou. N. J. and in 1919 asst. dir. of I! 
ilia Bureau I now 15 \Bl. In 1950 he 



1 



least \tbertis- 
\\C\1 -T\. Philadelphia. 
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frank talk to buyers of 
m'r iririlia fnrili/ies 



The seller's viewpoint 



Television toda\. says lllair 77 executive rice president Edward /'. Shurick, 
stands in real danger of being caught in a trap primarily of its own mat- 
tg. The trap. sa\s Slur rick, is the urncise and unnecessary emphasis on 
price rather than on performance, lie deplores a deterioration of good 
business practices in the matter of rates found too often in many markets. 




Let's remember: the performance is what really counts 

Garde* 



Last week K).O(K) people sat in -Madison Srp 

1 watched one of the world's Oly mpic champions come 
ry close to losing a race to a competitor not near his 

'why? 

Because this truly great athlete allowed him; 
trapped behind inferior runners. On a wider 
tilers could not have begun to match his speed 



knee at the altar of costs per thousand. 

It is no secret that rocketing prices of paper and produc- 
tion have greatly increased the costs of print media. \nd it 
is well known that no unit of print circulation can auto- 
matically guarantee attention to every advertisement the 



>elf to get 
track, the 
or endnr- 



rry. 



The race pointed up a hazard which current!) threatens 
levision. Let's face the facts without prejudice; 
In television, we ha\e the most powerful means ever de- 
ised or developed for communication between the makers 
md the users of mass-market goods. In short, the most 
ow erf id marketing-force available to business. 

Vet today television stands in real danger of being caught 
1 a trap — primarily of its own making. That trap i* the 
jnwise and unnecessary emphasis on price rather than on 

In our industry itself, too mam seem occasionally to lose 
fght of television's real values. W e tend to forget that no 
ther form of advertising can begin to match its power to 
ominand attention, to implant ideas, to stimulate action. 

Too often in certain markets we find a deterioration of level. M 
ood business practices in the matter of rates. It is a basic cated tin 
American principle that competition is the life of trade. 
>ut unwise competition can also be the death of progress. 

America lias main forms of advertising, in addition to 
television. Each of them has its own standards of effective- 
less— and its own records of achievement. '1 he advertiser 
; free to choose whichever media he feels will best serve 
lis purpose — free to include in his particular 'inarketiii!!- 
Mx those elements which he feels will best help attain Ids 
)bjectives. 

f| So there is natural competition between media. Hut in 
■his competition, television today is in a strong position of 
idvantage . . . not faced with any necessity to bow the 



(in types of television adverti- 
> amount of increased volume 



Bill, despite televisio 
sale, some elements in the 
price-jitters. So we find cerl 
ing offered at costs which i 
could justify. 

We watch the Congo and shudder ut what seems senseless 
civil strife, when the Congo situation calls for unified coop- 
eration in the endeavor to build a nation. 

Vet. right here in the I nited States, among certain na- 
tional elements yes. even in certain major markets, we 
see that the effectiveness of telev ision advertising is v hinted 
by senseless rate-cutting. Such practices undermine tin- 
basic values of the market and its media in the eves of 
advertisers, both local and national. 

Despite the recurring talk of "recession" and the "de- 
pressed areas" the television industry as a whole is not 
faced with substantial advertising cut-back- at the national 
ir advertisers have mown more sophist i- 
ir experiences of tin- 'M* and ' 10 s. They 
no longer run for the storm-cellar when the first recessional 
cloud appears. Today they realize the wisdom of maintain- 
ing their market position even though it may be neeessarv 
to make slight increases in percentages allocated to adver- 



\t Blair-TV. it is our conviction that the cum 
jitters will pass that television will continue a 
improve upon- -its pa-t record to produce re-ulls 
advertiser. . . . Results that fully ju-tify the continu 
fair rate- and the maintenance of the high pro; 
standards so essential to the progress of telev isioi 
months and years ahead. 



nt rate- 
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SPONSOR 
SPEAKS 



impressive Radio 

In main ways I he Radio and Television Executives Society 
luncheon at the Roosevelt a couple of weeks ago was the most 
exciting demonstration of ihe \itality of the radio nicdiuin 
which we've seen (and heard) in many years. 

Il was brilliant program planning which Wrought together 
on one platform such station operators as Robert llyland, 
KMOX, Si. Louis. Frank Gaither, WSB. Atlanta, and Gordon 
McLemlon of the McLendon Stations. 

And from the talks and the tapes which each presented it 
was possible to get a clearer, more vivid picture of modern 
radio"- eieativit), variety and power than all die ruling books 
in the world con Id ever give. 

Their viewpoints and programing philosophies couldn't 
have been more different. Rob llyland described "At Your 
Service." KAIOX's seven hour daily all-talk format which 
last week celebrated its first \ear of highly successful op- 
eration. 

Gordon McLendon outlined the "Secret Formula" of KLIF, 
Dallas, a super-concentration on all types of news, with 
12,000 remote news broadcasts a year, nearly two every 
hour of the day. 

Frank Gaither told of WSIi's "Partnership in Programing" 
approach, based on the conviction that every show must in- 
volve some degree of audience participation. 

Each presented convincing evidence of the effectiveness of 
his station's philosophy : each has a distinct, and wholly char- 
acteristic viewpoint. 

This was «hal we liked best of all. \ elear-cnt demonstra- 
tion that radio lodav is not a medium of dreary formulas, 
but one in which scores of bright, creative, resourceful and 
imaginative individuals are constantly opening up new fron- 
tiers ol entertainment, information, and public service. 

Our congratulations to the RTFS and to its distinguished 
radio guests. 

THIS WE FIGHT FOR: An ever-increasing 
improvement in the public ad industry image 
of radio, the medium which, in the truest sense 
has been called "magic in the air." 




lO-SECOND SPOTS 

Naming game: Some \. Y. broad- 
casting and agenev gins were at P. J. 
OHara's convivial Third Ave. place 
discussing the fact that Gunsmoke 
was going into re-runs next season — 
but none knew the new name for the 
sciies. Some suggestions as the eve- 
ning wore on: Son of Gunsmoke and 
Chester's Collie. 

Gaming name: Our correspondent 
from the Las Vegas gambling casi- 
nos. Barbara Baehert. reports that 
the management of the Dunes Hotel 
was so pleased with Johnny Ray's 
smash engagement there that they are 
touting him for his own tv show. 
And one wit suggested a title: jack- 
pot Baicling, Starring Johnny Ray. 

By Occident: A British-French ac- 
tor, Roger LePage. is in the cast of 
the new Broadwav musical about 
Hawaii, 13 Daughters. He says he's 
constantly learning things from the 
oriental members of the east, in- 
eluding a phrase that has swept 
Japan. "Wherever you go there," he 
declares, "you hear people saving 
Lllots of llluck. . . ." 

Punsvillc: Frv Moser of the Strofle 
Music Writing Service suggests that 
the Mis* I inverse contest should be 
held at a sunbathing camp and tele- 
vised. The show 'd be called— The 
CHS IForhl Xitdes Roundup. 

Cab gab: Myron Cohen tells about 
a woman who hailed a taxi and said. 
"Take nie to Maternity Hospital, but 
don't burn / icork 'there." 
Casting notes: Here's a run-down 
on the east and countries of the stars 
of ABC TV's Hong Kong series. Rod 
Taj lor. who plays an American cor- 
respondent, is an Australian. Lloyd] 
Boclmer. who plays a British police 
commissioner, is a Canadian. And 
Mai Tai Sing, who plays an "exotic 
Chinc.-s owner of a plush Hong Kong 
supper club." is — nainrallv- from 
Oakland, California. 
Country Club set: A bill that would 
have permitted 1 2-) ear-olds to take 
jobs as caddies (specifying lighter 
golf bags and reduced hours), was 
defeated in the X. Y. State Legisla- 
ture because, among other things, it 
would "expose innocent youngsters 
to foul language.'' 
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15 JINGLE PARODIES 
OF AMERICA'S ALL-TIME 
RECORD HITS OF THE 
PAST 3 YEARS 



► Fully customized for your station 

► Entertain as you identify 



Piloted by these 
great stations: 

WPLO-Atlanta 
WCOP- Boston 
WCAO-Baltimore 
WJJD— Chicago 
KBOX— Dallas 
WMPS-Memphis 
WRIT-Milwaukee 
WNOE-New Orleans 
WIL-St. Louis 



COMMERCIAL w . ™% 
ItfCORDING n2i: r F «% 
CORPORATION 



DALLAS 19, TEXAS 




